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we cant buy it 


We can’t buy any more than the number of hours we are allotted each day or 
the number of days of our years. Yet we have individual choice in the matter 
of how we use our time—a choice that guides the outcome of our lives. 

Industry has long known that the secret of success lies in taking advantage 
of each unvarying minute. In that regard we'd like to tell you about the 

Axelson lathe, the machine that helps your operators 

work, not harder, but more effectively, so 
that each minute—each hour—is more 
productive. May we call on you? 


UXZTL_SON 


ee 


AXELSON MANUFACTURING COMPANY 


DIVISIO OF WU. he INUUST RIES iN GC 


6160 $. BOYLE AVENUE, LOS ANGELES 58, CALIFORNIA ° Dealers in Principal Tool Centers of the U. S. 
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Press a button on new Recordak ID Microfilmer ... you get pictures of customer, check and identification 








Here’s important news if you’re cashing checks 
for customers; if you have a plant security 
program ... or need an identification record 
for any reason! 


Now, with the new Recordak ID Microfilmer, you can get 
a complete picture record faster, easier, and. more econom- 
ically ... on l6mm film. 

Imagine ... photographing 4 persons, their checks and 
identifications for less than one cent; or 16 checks and iden- 
tifications for the same price. 

The operation is surprisingly simple: Just sight the cus- 
tomer in the viewfinder on the side of the [ID Microfilmer 
and press the button. 


Now look at the advantages— 


Supermarkets, retail stores, hotels, etc. will drop the 
work and risk out of check cashing. 


No longer will you have to make a written deposit slip 
describing all checks received. And if one check—or the 
day’s total—is lost you can support your claim with the 
film records; or with large-size photo prints made from them. 
Also, you'll deter “bad check” artists. Customers don’t mind 
the picture taking when they learn it makes your check- 
cashing policy more liberal and economical. 
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300 WEST ADAMS STREET, CHICAGO 90, ILL. ANNUAL SUBSCRIPTION IN USA $5 


NOW... complete id 
made instantly on | 


entification records 
ow-cost 6mm film 


Manufacturing plants will get valuable extra protection 
against users of forged or stolen credentials; will eliminate 
manual record keeping: will handle visitors faster. 

Personnel departments, too, will find the 1D ideal for 
keeping a record of employees. 

Car rental agencies, colleges, police departments— 
practically every tvpe of business—can put this sensational, 
low-cost microfilmer to work profitably. Get all the facts 


soon. ** Recordak” is a trade-mark 


=RECORDPK 


(Subsidiary of Eastman Kodak Campany) 
originator of modern microfilming— 
and its application to business routines 


-—-————————-MAIL COUPON TODAY-—————~—-—-——— 
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| RECORDAK CORPORATION 

(Subsidiary of Eastman Kodak Company) 

144 Madison Avenue. New York 22. N. Y. 

Gentlemen: Please send folder describing Recordak 1D Microfilmer. 
| Name 

| 

eS A Se ___ Position 

| Street 

j City State 
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Here’s peak corrosion protection combined with 
conductivity, weldability and solderability. Here’s 
a finish that holds paint firmly, prevents underfilm 
corrosion. Here’s a line of attractive final finishes 
to add quality and sales-appeal. Here’s Iridite... 
and here’s how you can use it: 









NC AND CADMIUM you can get highly corrosion resistant 
: finishes to meet any military or civilian specifica- 
tions and ranging in appearance from olive drab 
through sparkling bright and dyed colors. 









Iridite brightens copper, keeps it tarnish-free; also 
lets you drastically cut the cost of copper-chrome 
plating by reducing the need for buffing. 








Iridite gives you a choice of natural aluminum, a 
golden yellow or dye colored finishes. No special 
racks. No high temperatures. No long immersion. 
Process in bulk. 








lridite provides a highly protective film in deepen- 
ing shades of brown. No boiling, elaborate cleaning 
or long immersions. 








AND IRIDITE iS EASY TO APPLY. Goes on at room temperature by dip, brush 
or spray. No electrolysis. No special equipment. No exhausts. No specially 
trained operators. Single dip for basic coatings. Double dip for dye colors. 
The protective Iridite coating is not a superimposed film, cannot flake, 
chip or peel. 

WANT TO KNOW MORE? We'll gladly treat samples or send you complete data. Write 
direct or call in your Iridite Field Engineer. He's listed under “Piating Supplies” in your 
classified telephone book. 
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How to Diversify and Centralize.....41 


Rartpn C. Persons 

President, Sun Chemical Corp. 

When costs get out of hand and sales volume slumps, 
something’s wrong. Here’s an idea of what steps 
should be taken to correct wrongs, gain efficiency. 


Putting Words to Work............ 43 


Herpert C. Morton 

Professor, Amos Tuck School of Business Administration 
Dartmouth College 

Business writing calls for brevity and clarity. Here 
is a broad look at what companies and business are 
doing about a situation that has a need for action. 


What’s Ahead for Canada?..........46 
C. M. SHor’ 


A Canadian economist gives a rundown on the present 
economic climate of his country and what may 
be expected from it in the light of recent activity. 


Some Do’s and Don’ts for Salesmen. .48 


Josepn GENTILE 


Purchasing Agent, Dun & Bradstreet, Inc. 


The buyer is an important man in any sales program, 
and here is how one of them sees the salesmen who 
visit him, with some hints that may help your picture. 


Honing Up the Executive Mind. i. é: St - ae 
Acerep G. Lark! ; “Ue 
Employer Relations k-ditor oe — “ aie —— a 
Management men get plenty of education in Sum- 
mer seminars and development courses, but do they 
know how to put it into effect? Here’s how not to. - ~— 


Train Now for ’56 Sales............ 53 


(CHarces L. Lapp 


Professor of Marketing, Washington University 


Companies are already planning major purchases for 
their 1956 budgets. Here’s a 20-point blueprint to 
help get your sales training off the ground fast. 





Your Guide to BETTER HANDLING..........75 


ANNESTA R. GARDNER : 


Industrial Editor 

Here are ideas, checklists, equipment surveys, to help you 

make good methods better; keep costs down, service up. 
Spotlighting Your Handling Problems.................75 
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motion and protection of trade through its varied services supplying information on business enter- 
prises here and abroad, marketing and survey services, Municipal Service Department, and other 
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Pe ea ek: a a a oO 
Heard in Washington............%. 7 


Paul Wooton, veteran newsman, reports the 
business end of the Capitol’s thinking. ——__—_____— 





Voice of Industry. Se @eeeTe@ce@eds@twAes £16.82 & l 2 
Executive thoughts on stock ownership, 
electronics, automation, and other subjects. 


The Trend of Business....... Pe, 
Report on the economic situation as it has 
progressed during the past month. 


Highlights and Sidelights.........30 


Comment on industry’s progress and prob- 
lems. A new feature that makes its debut. 


Frontispiece.. CU nm Cea F&F eo OS G1. 2 Ba oe ae 40 
Camera catches a study of craftsmanship as 
a patternmaker plies his skillful trade. 


New Methods and Materials......63 ~~ 
How new fibers and fabrics, metal-plastic 
combinations help build better products. 


Executive Bookshelf. ; e*eee#eeersre#serkfeeskee?#se# @# 7 1 
A helpful guide to the books that will be 
most interesting and informative. 


Sales and Distribution...........111 
Readers talk back about last month’s article 
exposing consumers’ lax buying habits. ~ 


eee Teer rr er Try 115 
Test your knowledge of Europe, its econ- 
omy and its trade, with these questions. 


Employer Relations.............119 
Weyerhaeuser Lumber Co., sold its em- 
ployees on better-quality with job facts. —__—_—__—_—— 


PO POEs 6 cn odscankepnsesians 125. ——_--— 


What industry can expect from the future 
is reflected at Alcoa’s Cleveland plant. 


Here and There in Business...... 131 
New products and processes for office, field, 
and plant are highlighted here. 


Next Month: DATA PROCESSING 


Integration Plus Automation Starts New Era 

New equipment, new concepts, are fast revolutionizing conventional 
techniques of data transmission and recording. Using combinations of 
tape and punched-card-actuated machines which automatically perform 
routines often handled by banks of typists or semi-automatic equipment, 
these fantastic methods turn weeks into minutes, cost-dollars into 
savings-dollars. But, most important, you don’t have to be an industrial 
giant to make it work. 
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Richmond, capital of Virginia, was once capital of 
the Confederate States of America. One of the oldest 
tobacco markets in the country, Richmond's princi- 
pal products are cigars and cigarettes. 
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Confident steps-..-- 


where 40 steel diamonds 
grip every foot 


Men and rolling equipment move 
safely—without danger of slipping—over economical 
SUPER-DIAMOND floor plate. Every single diamond 
—40 of them to a step—guards constantly against skids 
and slips. 

Easy to fabricate and install, this non-directional 
pattern rolled-steel floor plate provides low-cost safety 
and rugged durability. SUPER-DIAMOND floor plate 
won’t trap dirt—cleans and drains quickly —gives many 
years of dependable safety under the heaviest indus- 
trial loads. 

Mail the coupon below for information on this low- 
cost, long-lasting rolled-steel floor plate. 


SUPER WIAMOND 


GPEEL FLOOR PLATE 
““The diamond in the rough ...agem of a/jlooring.’ 


ALAN WOOD STEEL COMPANY 
Conshohocken, Pa. 


Please send A.W. SupEeR-DIamMoNnD Booklet SD-6 









For plants where oil 
water and grease raise 
special problems of slip- 
ping accidents, wesuggest 




















Name a check on the special 

Title qualities of A.W. ALGrip 
... the world’s only abra- 

Company sive rolled steel flooring. 

Address 

City oe Zone_____—s— State 








Other products: A.W. ALGRIP Abrasive Rolled Steel Floor Plate—Plates—Sheets 
—Strip—(Alloy and Special Grades) 
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BUSINESS IN MOTION 








It is a characteristic of American companies that 
they constantly seek to improve their products; this 
is in part responsible for the amazing strides made 
by industry. Revere is glad to aid in this endeavor 
through its Technical Advisory Service, and its Re- 
search Department, particularly for firms whose 
need for research is not such as to warrant purchas- 
ing costly laboratory equipment. A recent problem 


presented to us came from a 


| 


test. Each gear was run at 430 r.p.m. and at 100 
r.p.m., at zero tension on the line, and at 1, 2, 3, and 
4 pounds tension. After each run the gears were 
removed, cleaned, examined, measured and photo- 
graphed. The reels were then reassembled, lubricated, 
and the next run started. 

The results were impressive. After the gears had 
gone through 186,727 revolutions it was felt unneces- 


sary to proceed further. Both 





maker of fishing reels. He had 
been cutting gears. out of free- 
cutting brass, in order to achieve 
the machining. economies such 
material offers. 

This brass is widely and suc- 
cessfully used in gears for 
clocks, meters, and similar in- 


struments. However, experience 





proved that a fishing reel, which 
is operated at various speeds 
and loads, presents a quite dif- 
ferent service. Revere was asked to suggest a metal 
that would be more suitable in this application. 
The Technical Advisory Service at once reported 
that either naval brass or aluminum silicon bronze 
would last longer. However, in order to determine the 
relative merits of the two, the Revere Research De- 
partment was asked to make tests. Gears of both 
metals were installed in reels, and a motor-driven 


machine was rigged to provide an accelerated wear 





reels were still fully usable. The 
naval brass was somewhat more 
worn than the aluminum sill- 
con bronze, however, it cer- 
tainly was evident that naval 
brass would be satisfactory. The 
reel maker was determined to 
offer the best he knew how to 
make, and selected the more 


expensive aluminum silicon 





bronze. He knows conclusively 
now that his reels will give long 
service, enduring satisfaction, and will protect his 
reputation and help his business grow. 

If you have questions as to the best material or 
materials for your product, no matter what it is, and 
do not have a modern research laboratory, why not 
ask your suppliers for help? Some may have an 
immediate answer; some may wish to test alterna- 
tives. You will benefit either way, and make faster 


and surer progress in your search for improvement. 


REVERE COPPER AND BRASS INCORPORATED 


Founded by Paul Revere in 1801 
Executive Offices: 230 Park Avenue, New York 17, N. Y. 


70 our Coltaguee wn American Lctcness .. 








3 re Some, ae Sees we 





W 


and - 








IN ITS APPRAISAL 


of the work of the first session of 


the Eighty-fourth Congress the pub- 
lic seems to attach more importance 
to the failure of highway legislation 
than any other single development. 
Deep disappointment is indicated 
by the mail reaching Washington 
and by a review of press comment. 
This is explained by the fact that 
Noth- 
ing is more exasperating than de- 
lays in the flow of trafhc. The pro- 


everyone uses the highways. 


gram proposed by the President 
The effort to substi- 
tute another plan was regarded as 


was popular. 


a political move. Politics is being 


blamed for failure to get legisla- 
tion of any kind, 
It is believed that Senators and 


Representatives after mingling with 


their constituents will come back 
to Washington prepared to take 
prompt action on a highway Dill. 


The Republican National Commit- 
tee expects to capitalize on the de- 
lay in getting the work under way 
highway 


to the reliet of 


ee on 


Failure of Congress to provide 


looking 


congestion, 


Federal aid tor school construction; 
to authorize reinsurance in connec- 
tion with health and accident in- 
surance; liberalize immigration 
laws and customs procedures; and 
to amend the sugar act, will be 
blamed on the Democrats and may 
lose support for them among im- 
portant groups of voters. The Dem- 
ocrats scored in their investigations 
which revealed considerable inepti- 
tude on the part of some adminis- 
trative ofhcials. Their co-operative 
attitude on matters affecting inter 
national affairs created a favorable 
The ot 


partisan observers is that the Presi- 


impression. feeling non- 
dent gained strength as a result of 
ot 


tion’s legislative program and as a 


his handling the Administra- 


result of his performance at Geneva. 
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Demagogic attacks on business 
men who accept public ofhice is hav- 
ing the effect of denying a highly 
capable group the right to partici- 


pate in their Government. Such 
men usually undertake Govern- 
ment work at a considerable per- 
sonal sacrifice. the same time, 


the Government is denied the ad- 
vantage of their specialized knowl- 
edge and experience. Questionable 
conduct on the part of dollar-a-year 
men is much less common than 
among career personnel. 

On entering the service without 
compensation as well as with a sal- 
ary, the man from business takes 
the same oath as any public servant. 
He makes no policy decisions. He 
acts in an advisory capacity to regu- 
lar Government officials. Fines and 
imprisonment are prescribed for 
illegal acts. Congress provides a 
forum from which business men in 
Government may be attacked under 
Congressional immunity, but it re- 
fuses to adopt the various legisla- 
tive proposals that would do away 
with the use of “outside” personnel. 


Members of Congress lett Wash- 


ington feeling that undue impor- 
tance has been attached to business 


mergers. When compared with the 





For over 40 years Paul Wooton has 
been a member of the press galleries 
of Congress. During that time he 
has served as president of the Na- 
Club, the Overseas 
White House 


Association, and the 


tional Press 
Writers, the Corre- 
spondents’ So- 
ciety of Business Magazine Editors. 
He ts currently chairman of the 
of SBME. 


Wooton has 


committee 
Born in Indiana, Mr. 
worked on papers in Mexico and 
the United States as well as cover- 
ing several European capitals, An 
ability to ask the right questions of 
the right people has placed him 
high on the list of veteran newsmen 
in the nation’s capital. 


executive 
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over-all business structure, the con- 
cerns absorbed constitute a small 
percentage of the whole. Legislators 
were inclined to feel that advan- 
tages of mergers may outweigh the 
disadvantages. Possibilities of in- 
tensified competition as a result of 
mergers were seen along with pros- 
pects for greater stability and great 
er efhiciency. Existing law is ample 
to take care of dangerous concen- 
tration of economic power. 


is 5\, 


Contrary nce ee in- 
formation reaching Washington in- 
dicates there is no serious shortage 
The same seems to 


While 


there is no absolute measure of the 


of risk capital. 
be true of equity capital. 


proportions of non-debt and debt 
capital there is no doubt that the 
former has risen decidedly. Compe- 
tent authorities state that equity 
ol 


nished an unprecedented volume 


sources new funds have fur- 


of capital in the post-war period. 
The dollar amount of equity funds 
invested American corporations 
since the war far exceeds any sim- 
ilar period on record. 

In nothing is the Administration 
more determined than to have the 
Government withdraw from com- 
petition with its citizens. Employees 
in the many business-type activities 
in which the Government is en- 
gaged brought enough pressure on 
the late. Congress to secure the in 
sertion of a section in the defense 
appropriation bill authorizing the 
appropriations committees to veto 
any relinquishment of established 
Government activities that can be 
performed satistactorily by private 
industry. The President's statement 
rejecting the provision as unconsti- 
tutional encroachment on the func- 
tions of the Executive branch of 
Government brought an avalanche 
of commendatory letters. 


Continued on page 8 
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the result of over 
35 years of pioneering 
in wood window design 


The confidence of customers is earned, 
and can be retained only through 
consistently good performance and 
service. We have merited this 
confidence for more than 35 yeors 
by producing windows that represent 
the finest for beauty, construction, 


performance and ease-of-installation 
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ibbon 
at Our 
Expense 


How To Get Your FREE Ribbon With your present carbon 


paper ribbon, type this line on your business letterhead: “Saw ad in Sept. 
Dun’s Review.’ Include typewriter make and your name. Mail to Columbia 
Ribbon and Carbon Mfg. Co., 859 Herb Hill Road, Glen Cove, N. Y. 


*Note: Carbon ribbons do not fit fabric ribbon-using typewriters. 
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The Administration expects to 
continue its decompetition program. 
Priority is being given in assigning 
displaced employees to other Gov- 
ernment work. Final court determi- 
nation of the issue will take years. 
Disinterested lawyers feel sure the 
courts will uphold the stand taken 


by the President. 





One of the construction studies 
which impresses officials shows that 
building is relatively of considerably 
less importance to the whole econ- 
omy than it was in 1929. Adjusted 
outlays for construction last year 
constitute 9.7 per cent of the gross 
national product reconciled to con- 
stant 1947 population and prices. 
In 1929 the proportion was 14.3 per 
cent. In so far as raw dollars are 
$42 
which may be reached this year is 


concerned, the billion mark 
high as compared with the $12 
billion volume of the first post-war 
vear. However, when allowances 
are made for increased construction 
costs, population growth, and the 
growth of the economy as a whole, 
the spread is narrowed. Last year’s 
$38 billion outlay, for instance, be- 
comes $29 billion. The 1954 total 
was three and a half times that of 
1929, but in constant dollars it was 
only half again as large as 1929. 
The report says the gap between 
and effective has 
been narrower in the last decade 


needs demand 
than in any preceding ten-year pe- 
riod. The moral is that construc- 
tion is not as much of a boom as 
it appears to be. 


Petroleum specialists agree that 
in the long run the world’s need 
for oil will catch up with produc- 
tion. At present there is an excess 
of producing capacity over world 
demand. Use of oil abroad, how- 
ever, is increasing rapidly and 
promises to absarb old world pro- 
duction. Since 1947 world oil re- 
serves have increased one and a 
half times, while consumption in- 
creased by only two-thirds. 


Impact of contract renegotiation 
laws on industry and on Govern- 
ment procurement is to be studied 





by the Joint Committee of Con- 
gress on Internal Revenue Taxa- 
tion. This will be the first thorough 
study ever made of the subject. The 
object of the study is to determine 
if the law should be extended. A 
questionnaire is being sent out to 
get the views of industry. The stat- 
ute was continued until December 
3, 1956, at the last session. The Joint 
Committee must report by May 31. 


Abundant evidence has come to 
the Treasury in letters and through 
the press that Secretary Humphrey 
struck a popular chord when he re- 
minded Congress that it is danger- 
ous to use tax laws to further spe- 
cial programs and to accomplish 
purposes other than simply collect- 
ing taxes. His immediate reference 
was to accelerated depreciation of 
emergency facilities, but his opposi- 
tion applies broadly to any use of 
revenue legislation to promote so- 
cial schemes, exercise controls, or 
to subsidize any segment of the 
economy in that way. The accel- 
erated write-off, he told a House 
sub-committee, is an artificial stim- 
ulant of a dangerous type. The 
stimulant is applied by men, not by 
law. The practise should be lim- 
ited, he believes, to special cases. 


Ownership of demand deposits 
in banks provides an interesting 
sidelight on the business picture. 
The largest gain has been made by 
savings and loan associations, in- 
surance companies, sales finance 
companies, and brokerage firms re- 
flecting the rapid increase in the 
volume of their activities. 

Next come personal deposits; 
financial businesses third. Farm de- 
posits slumped badly, reflecting the 
decline in income and the exodus 
from tarming. 


Prospective growth in the de- 
mand for electric energy leads the 
specialists to believe that activities 
growing out of the use of electricity 
will be among the most important 
factors in sustaining the high level 
of business. Utilities are expected to 
lead the list in outlays for new 
plants and equipment. Expansion 
is expected in most lines of electri- 
cal apparatus and accessories. 
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Condensate extraction 
made profitable for 
Texas gas producer by 


SERVEL 
WATER 
CHILLERS 


Unique refrigeration 
unit pays out 
in just 9 months! 












Valuable condensable gases were being 
lost to the Republic Natural Gas Com- 
pany because there seemed to be no 
economical way to reclaim them from 
lean natural gas. 


Then the company investigated the 
Servel 25-ton Water Chiller and found it 
both practical and profitable. By refrig- 
erated condensation it nearly doubled 
the former rate of extraction. But more 
important, its remarkably low cost of 
installation and operation made the pay- 
out time just nine months! 


An absorption system, the Servel 
chiller runs on any source of steam— 
which in this case is provided by natural 
gas from the wellhead. And it requires 
minimum maintenance and attention be- 
cause of Servel’s exclusive ‘“no-moving 
parts”’ design. 

















the name to watch for great advances in 


AIR CONDITIONING Y REFRIGERATION 













yee c—-——--------------- See ee ee eee eee ee eee 7 
Perhaps this illustration suggests how 
Servel Water Chillers can serve you prof- | SERVEL, INC., Dept. DR-95, Evansville 20, Indiana 
itably. Use them for air conditioning, 
industrial or process cooling. | I want to know more about Servel Water Chillers. 
Servel engineers will gladly advise you Mine Py Title PT ae | 
on a Servel application. Get in touch with 
your nearest dealer or write: Servel, Inc., Company name PS See ne 
" | 
Dept. DR-95, Evansville 20, Indiana. : repre ees: 5 : 
| City Stat 
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GO INTO SERVICE FOR 


Most recent achievement of Delta-Star Electric was 
the design and manufacture of the world’s first 
330,000-volt 1600-ampere air switches. They are the 
largest ever to be constructed, and are for use on the 
power network system supplying the Atomic Energy 
Commission Plant at Portsmouth, Ohio. 


Before the completion of this sensational order even 
higher voltage switches were being designed and 





ALLOY METAL WIRE, PROSPECT PARK, PA. 






















DELTA-STAR’S GIANT 330,000-VOLT SWITCHES 


OHIO ATOM PLANT. 


tested in the extensive Delta-Star laboratories at 
Chicago. This ceaseless testing under every conceiv- 
able operating condition assures Delta-Star custom- 
ers of the finest quality electrical equipment. 


Delta-Star is now engaged in manufacturing all 
Metal Enclosed Buses which form the main generator 
leads which will carry the entire output of the two 
200,000-kilowatt generators supplying the AEC plant. 


Divisions of H. K. Porter Company, Inc. 


THE McLAIN FIRE BRICK CO., PITTSBURGH, PA, 


CONNORS STEEL, BIRMINGHAM, ALA. QUAKER PIONEER RUBBER MILLS, SAN FRANCISCO, CAL. 
DELTA-STAR ELECTRIC, CHICAGO, ILL. QUAKER RUBBER CORPORATION, PHILADELPHIA, PA. 
ESECO DIVISION, JOLIET, ILL. THE RIVERSIDE METAL COMPANY, RIVERSIDE, N. J. 


LACLEDE-CHRISTY COMPANY, ST. LOUIS, MO. 


VULCAN CRUCIBLE STEEL CO., ALIQUIPPA, PA, 


LESCHEN WIRE ROPE, ST. LOUIS, MO. THE WATSON-STILLMAN COMPANY, ROSELLE, N. J. 
WATSON-STILLMAN FITTINGS, ROSELLE, N. J. 


° RTER COMPANY, INC. 





Executive Offices: Alcoa Building, Pittsburgh 19, Pa. 
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AUTOMATION AND COMMON SENSE 


MOST DISPUTES are the 
result of misunderstandings, and most mis- 
understandings are the result of bad defi- 
nitions. 

Automation is a term bandied 
about by moralists and publicists who are 
not familiar with the technical nature of 
the operational flow and electronic controls 
which are the basis of true automation. 
Even industrialists acquainted with labor- 
saving devices and methods employ the 
term loosely. Certainly it should not be 
identified with or considered a refinement 
of the publicized assembly line. 

Not all products can be proc- 
essed in automation sequences which re- 
quire the extremely sensitive guidance of 
electronic tapes which have a precision in 
timing far beyond the skill of human 
touch and intelligence. It is important to 
define the scope of automation, the tech- 
nique of automation, and to publish a glos- 
sary of specific meanings as they apply to 
the engineering, planning, and production 
of items by automation. 

The economic benefits from 
automation will be determined by the men 
who design, process, and distribute prod- 
ucts. If automation helps produce better 
items at a lower cost for the common good, 


there can be no serious objection here. The 
moral and social benefits and handicaps of 


automation will be determined by the 
day-by-day experience of craftsmen and 


management. We can’t pay too much 


attention to the worrybirds who make dire 
prophecies without experience or author- 
ity. Neither should we be ill-tempered be 
cause of the discussion which is certain to 
clarify the whole topic in due time. 

If the assembly line turned the 
mechanic into a single-operation robot, at 
least automation eliminates most of the 
drudgery and much of the routine. The 
craftsman in control of an automation 
sequence has the decision of a trafhe engi- 
neer, and must employ technical skills. 
Surely there can be no detense of the 
drudgery of unskilled labor when the har- 
nessed horsepower can eliminate fatigue. 

Men who labor tor a living in 
mine, mill, and factory have always teared 
the machine as a device which may take 
away drudgery, and bread, too. But it 
hasn't happened that way in the whole 
history of invention—despite the dark 
promises made about the Watt steam en- 
gine and all the power inventions that 
have followed. No craftsman in our day 
would throw aside his power tools tor the 
strictly amateur or artistic pleasure of mak- 
ing a wagon wheel or spinning wheel. 

There is bound to be “more 
heat than light” in political discussions 
about the topic of automation, but it be- 
hooves the industrialist to set up a clear 
picture of the meaning of the word. At 
least the term would mean the same thing 
to business leaders who are asked to ex- 


plain or defend the practise of automation. 


D 


For the third year in succession, 
Employer Relations Editor Al 
Larke will take his place as judge 
for the National Safety Council's 
Annual Association Safety Award, 
conducted for small businesses 
and trade associations. 


* * * 


It was especially pleasing to 
DR&MI to receive a commenda- 
tion for editorial excellence in the 
latest competition among indus- 
trial publications conducted by 
Industrial Marketing. The award 
of merit was based upon last year’s 
series of articles by Peter Drucker, 
“The Practise of Management,” 
which later appeared as a book. 


* . * 


Dun & Bradstreet’s Purchasing 
Agent, Joe Gentile, has had un- 
usual success in getting author's 
recognition. Over 30,000 copies of 
his pamphlet, “Some Do’s and 
Don'ts for Salesmen,” have been 
requested and sent out. It appears 
in article form on page 48 of this 
issue and we're sure that it will 
create even more tavorable com 


ment among the readers. 


Joe is not the only one to receive 
such recognition, however. Dick 
Kraybill, Managing Editor, has an 
article running in the July issue 
ot Office Executive, dealing with 
cost-cutting in the ofhce area. It 
was based on a speech Dick made 
before the Trenton (N. J.) chap 


ter of the National Office Manage- 


ment Association. 
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Speed truck deliveries 


with Ozalid copies... 


Truck drivers often wasted hours waiting for invoices. 


Deliveries were delayed, customers complained... 


Now this food manufacturer uses a 


translucent order form, hand written. 
Terms, route, invoice number, prices and 
extensions are entered on the form. And 
Ozalid copies serve as invoice, packing 
slip, delivery receipt. sales records. 
Trucks are hours ahead of their old 
schedules. Delivery contrel is improved, 
errors avoided, invoicing time and costs 


greatly reduced. 


ly your own company, you can find 
any number of Ozalid applications which 
will do away with retyping, and copying 
on cumulative records and reports, order 
filling and purchasing. Ozalid speeds 
paperwork, saves time, frees employees 





12 





for more productive work. 

An Ozalid machine will copy anything 
written, typed, printed or drawn on any 
translucent (lets light through; material 
—without photography. Reproduction is 
instant. A letter size copy takes less than 
a minute, costs less than 2¢—faster and 
cheaper than photocopying. And anybody 
can use an Ozalid machine. 

Ask the Ozalid 
(see phone book) to show how Ozalid 
can help you. Or write 42 Ozaway, 
Johnson City, N. Y. In Canada, Hughes 
Owens Co., Ltd., Montreal. 

OZALID— A Division of General 


... From 


nearest distributor 


Aniline & Film Corporation 
Research to Reality. 





OZAMATIC (left) is a table 
model, handles sheets as 
wide as 16", and can make 
up to 1000 prints an hour. 





VOICE 
OF INDUSTRY 


Broader shareownership goal; electronic fu- 


ture in imdustry; 


automation; 


universities, 


research, and financing; the philosophy of giving. 


More common stock 


for more people 





. the country 
fiow of 


equity capital “i a 


G. KEITH FUNSTON 
President, New York Stock Exchange, 
before Dartmouth-Tuck Business Con- 
ference, Hanover, New Hampshire. 


, 
, * 
Needs a 


At the outset it should be per- 
tectly clear that the goal of broader 
(share) ownership is long-range. It 
can be pursued only as quickly as 
a vast program of public educa- 
tion will permit. “Education” and 
“speed” are words that are almost 
mutually exclusive, and broadening 
the ownership base is going to be a 
painstaking process. First of all, we 
need an informed people, whether 
they are shareowners or not. 

It is also fundamental, though 
not so widely appreciated, that the 
country needs a continuing flow of 
equity capital—that is, capital sup- 
plied by the issuance of common 
stocks, and representing ownership 
of our great enterprises. We will 
require, in the next decade, more 
new equity than during any com- 
parable period in our history. In my 
opinion, this money can best be 
raised by drawing on the accumu- 
lated savings of millions of our peo- 
ple who, in return for the antici- 
pated rewards, are able to take the 
necessary investment risks. 

It is perfectly true that industry’s 
marvelous post-war growth has 
been accomplished by relying heav- 
ily on the issuance of debt securities. 
It is prudent, however, to question 
whether the financing trend of the 
last decade was the healthiest that 
could have been followed, and to 


tf | Diet . ames 


wonder whether this pattern, if car- 
ried over into the future, will not 
spell trouble. 

The Exchange believes it will. 
We are very much concerned and 
somewhat alarmed by the long-term 
implications of heavy reliance on 
debt. Examples spring to mind of 
companies which are presently over- 
loaded with fixed debt obligations 
to the detriment of their financial 
health. We know that many firms 
would have preferred to avoid ad- 
ditional high fixed costs if they had 
telt market levels were high enough 
to warrant issuing new equities, 
and if the ownership base had been 


broad enough to absorb these issues. 


The electronic beanstalk 


keeps growing 


. electronics has 


ot appli 
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FRANK J. HEALY 
Vice-President (Operations) Sylvania 
Electric Products, Inc., before Security 
Analysts of Los Angeles. 


Electronic devices are becoming 
increasingly valuable and will be 
even more so in the future. 

Although computers have taken 
the limelight as far as industrial and 
commercial applications are con- 
cerned, there are a number of ex- 
tremely interesting other areas. One 
particularly promising application 1s 
industrial television—an extremely 
important tool in quality control, 
for example. There are already indhi- 
cations that industrial television can 
be a vital factor in detecting quality 
deviations in sufficient time for cor- 
rective action to be taken before 
the deviation becomes serious. 
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“Doc, dermatitis control is simple as 1-2-3-4-5.” 


An exaggeration ? 


Not at all. Occupational skin irritation can be 


prevented. Simply. Inexpensively. 


—with the WEST Dermatitis Prevention and Contrv! Program that: 
l1—insures personal cleanliness 

2—protects exposed skin areas 

3—prevents clothing contamination 

4—guards against special hazards 

5—provides continuous consultation. 

ORKERS free of skin irritation can save you hundreds, perhaps 
W thousands, of dollars each year—by eliminating the cost of: 
—medical treatment 
enforced idleness 





—absenteeism 
—sacrificed quality 
—lowered morale 


—production lags. 


c Sem WEST Program for controlling skin irritations is based 

on individual shop requirements and an in-your-shop survey, made 
without obligation. Let a WEST representative plan the details. 

Or send for our 24 page booklet on the “Control of Industrial Dermatitis.” 


WEST DISINFECTING COMPANY Dept. 1 
42-16 West Street, Long Island City 1, N. Y. (Branches in principal cities) 
| In Canada: 5621-23 Casgrain Ave., Montreal 


| [] I'd 'ike a free copy of your 24 page booklet on dermatitis. 
[] I'd like to have a WEST representative telephone me for an appointment. 
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Position i a a i o. 
(Tear out this coupon and mail it with your letterhead) 
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MORAINE MAKES MANY COMPLE x 
PARTS FROM METAL POWDER 
When you examine the background print ings in cost make a most important con- 
you note the intricate design and close tol- tribution to the over-all profit possibilities 
erances demanded of this metal powder part. of products using similar parts. 
on me epee ae 9% “ ne eoaucing This is but one more example of what is 
this part by conventional casting and ma- 
et: being accomplished through cooperative ef- 
chining methods! 
fort between customer and Moraine. Indus- 
Through the use of Moraine metal powder tries everywhere are improving performance 
technique, this part is produced to precision =and cutting costs by sharing Moraine’s ex- 
standards with one press operation. The sav- perience with metal powder. 
moraine. meral i 
products [5 | 
OF GENERAL MOTORS, DAYTON, OHIO | 
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In industrial processes, electronics 
already has a number of applica- 
tions—in industrial heating, ma- 
chine control, and so on. But this 
will be an even broader area in the 
future, as more and more manutfac- 
turing operations become mecha- 
nized. It will be a case of the com- 
puter determining what the ma- 
chine should do and the electronic 
controls making the machines do it. 

You, without a doubt, are won- 
dering how we could reach some of 
our predictions about the growth of 
the electronics industry. I want to 
assure you that they were based on 
realistic projections of sales trends 
that have already become well es- 
tablished. This economy of ours has 
outrun even the most optimistic 
predictions in the past, however, 
and I wouldn’t be surprised to see 
our predictions for the future turn 
out to be on the conservative side. 


Automation for big 
and small alike 


“Many of our small 
suppliers use auto- 
mation.” 


L. L. COLBERT 


President, Chrysler Corporation, be- 
fore Subcommittee on Anti-trust and 
Monopoly of the Senate Judiciary 
Committee, Washington, D. C. 





At a time when we are hearing 
more and more about the automatic 
factory and automatic methods of 
producing, or “automation” as some 
call it, it might seem that this trend 
too would make it difficult for rela- 
tively small manufacturers either to 
enter or to stay in the automobile 
business. This is not necessarily 
true. Automation can be used on a 
small scale as well as on a big 
scale. Many of our small suppliers 
use automation. Automatic machin- 
ery for producing engines is in gen- 
eral use throughout the industry, 
regardless of the size of the com- 
pany. 

No development in the future is 
likely to change automobile mak- 
ing in America from an unusually 
large-scale enterprise, even for the 
so-called smaller companies. This is 
not to say, however, that the re- 
quirements of size form an insuper- 
able obstacle to the entry of new 





companies into the industry. With 
a radical new concept of mechani- 
cal efficiency and convenience to 
passengers, I believe that a capable 
newcomer could attract sufhcient 
capital and dealers and could ac- 
quire the necessary production fa- 
cilities to invade the industry suc- 
cessfully. 


Financing essential 
basic research 


‘é 


industry 1s 
the only remaining 
source of such 
funds.” 


HARRY K. [HRIG 
Vice-President (Research) Allis-Chal- 
mers Manufacturing Co., before 75th 


Anniversary Conference, Marquette 
University, Milwaukee, Wis. 


It is necessary that basic research 
continue. This perhaps is done best 
in the universities. More and more 
universities have been driven by 
financial necessity to accept spon- 
sored applied research. This trend 
should be reversed so that the uni- 
versities can resume the role for 
which they are best fitted. 

The financial needs of the private 
university cannot any longer be met 
by private gifts as heretofore, and 
hence must be supported by either 
the Government or industry. To 
uphold the standards of all of our 
institutions of higher learning it is 
essential that the private schools 
be free of political control. There- 
fore, the Government contributions 
should not be substantial. Because 
of the high income taxes, it is not 
possible to amass fortunes to be left 
to colleges and universities. There- 
fore, industry is the only remaining 
source of such funds. Such dona- 
tions can be justified to the com- 
pany’s shareholders as being the 
source of men and basic research 
which are essential to industrial re- 
scarems... 

Universities should be free of 
political control. It is also essential 
that there be freedom of thought, 
of action, of expression in academic 
or industrial research. Freedom to 
reap the harvest of the accomplish- 
ments of research and production 
are-also necessary. The individual 
researcher must be protected against 
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more time-saving, work-saving features 


than any other 10-key machine 


COMP TOGRAPH 








The All-New, All-Electric Calculating-Adding Machine 


figures faster than you think. Unusuatiy quiet in 


operation, yet fully one-third faster than most 10-key ma- 
chines. You get clear, accurate answers to every business 
problem involving addition, subtraction, multiplication and 
even division. Get a demonstration on your own figure 
work—simply mail the coupon below. 


















UNUSUALLY QUIET—Rotary action, 
combined with exclusive Segment 
printing, eliminates annoying clatter 
usually found in ordinary machines. 


COMPACT KEYBOARD — Scientifically 
grouped to minimize lateral move- 
ments of fingers. It eliminates lost 
motion of arm and hand. 


TWO-COLOR PRINTING—Comptograph 
automatically prints all debits in 
black, all credits in red. 


SUPER-FAST—Operates at startling 
speed of 202 printings per minute— 
figures faster than you think. 


ERASE TAB-BACKSPACER—A touch 
of the tab wipes out unintentional 
mistakes. Saves correcting of 
printed tape; permits division by 
subtraction method. 


VISI-BALANCE WINDOW — Automati- 
Cally registers and continually shows 
true debit or credit balance at 
all times. 





FELT & TARRANT manuracturs::c company 


1722 N. Paulina St., Chicago 22, III. 


Gentiemen: Without cost or obligation— 
() | want more information about the new COMPTOGRAPKH “202” 
() Please arrange an office demonstration 
(} Please arrange for a free office trial 














Name 


a $$ 





Company 
Address 
City Zone State 






Other products of Felt & Tarrant Mfg. Co.: the COMPTOMETER® DICTATION MACHINE 
and the COMPTOMETER® ADDING-CALCULATING MACHINE. Offices in principal 
cities and throughout the world. 
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i Plants To Serve You 


& SPECIAL COLD FORGED PARTS 


















POWDERED METAL PARTS 





SHEET METAL DIES 
Produced in 

IRON, ALLITE (Zinc Alloy) 
AND PLASTIC 


EXPERIMENTAL, PROTOTYPE AND 
SHORT RUN PRODUCTION STAMPINGS 


INTERCHANGEABLE PUNCHES AND DIES 





STANDARD CAP SCREWS 








PRECISION HARDENED 
—— and | 


GROUND PARTS 


Parts such as these are typical of 
those produced in Allied’s Plant 3. 
A brochure describing in detail the 
facilities and scope of operations of 
this plant is yours for the asking. 


For Allied, it is day-in and day-out procedure to produce 
parts held to extremely close tolerances . . . with fine sur- 
face finishes . . . meeting rigid requirements for squareness 
2 and concentricity . . . and heat treated by the ‘most ac- 
° curately, controlled methods. 








CORPOR cb 


7. Regardless of how many or what type operations are called 
‘ for to produce your precision parts, Allied has every fa- 
cility and the proven ability to perform these operations 


. quickly . . . economically .. . and to your exact speci- 
fications. 


ILLIED PRODUCTS CORPORATION 
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Keep expensive steel file space 
“active by transferring inactive 
records to Liberty Storage Boxes. 





@ 25 Standard Stock 
Sizes .. . special 
sizes made to order 

@ Patented Closure is 
easy-to-use, keeps 
records clean 

@ Take years and years 
of rough usage 


@ Highest quality 
materials throughout 

@ Systematic labeling 
makes locating any 
record easy 

@ Records are protected 
against dust and 
spilling 


Sold by all leading stationers 


Send today for FREE Catalog picturing 
and describing economical record storage 
products for every business. 


BANKERS BOX COMPANY 


720 S. Dearborn Street « Chicago 5, Illinois 








less 


Motor 


~ . ‘ 
FREE 
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Circular 


CUT COSTS 
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ALLEN Punch Press 


2-Ton Power Bench Type 
Powerful, Dependable, Economical 


For light work—stamping, forming, riveting— 
metal, fiber or other material. 
Overall height 20%” ... 
BY," ... Die bed 64%” x 8’ . Ram face 
14” x 344” . +. Ram stroke %” . . . positive 
4%” ram adjustment. . . sturdy, single pin, 
non-repeat hand lever clutch ... V-belt 
drive... weight 105 Ibs. 

Requires only '3 U.P. motor. 

The machine of a thousand uses! Adequate for 
many types of work now done on large presses 
at greater expense. 


Base size 9” x 


Fully Guaranteed 


Order TODAY. Price $97.50 F.O.B., Clinton, 
Mo. (Includes Motor bracket, V-belt, motor 
pulley, less motor 


ALVA F. ALLEN, DEPT. DR, CLINTON, MO. 
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regimentation. He must be allowed 
the results of his labor as well as 
to take the losses which may 
come. . 

Research to-day requires large or- 
ganizations of technical specialists 
and facilities. It requires time, finan- 
cial confidence, and patience. We 
have made only a start in making 
life better for our fellow men 
through research. 


Private industry 
and charity 


“The question is no 
longer whether to 
SS a 


DAVID GRAHAM 


Vice-President (Finance) Standard Oil 
Co. (Indiana), before Campaign Lead- 
ers’ Conference of the Community 
Chests and Councils of America, Day- 
ton, Ohzo. 





Legal concepts governing corpo- 
rate giving have changed. Many 
states now have laws specifically 
legalizing certain kinds of corpo- 
rate philanthropy. The Federal Gov- 
ernment, since 1935, has lent en- 
couragement by permitting business 
deductions for charity in its income 
tax laws. Moreover, court decisions 
tended to 
broaden the base for giving. 

So, to-day we find we have come 
around full with the em- 
phasis no longer on the corpora- 
tion’s right to give but upon its 
responsibility to give. Perhaps there 
are still some uncertainties in some 
states, but, by and large, we find 
ourselves in an entirely changed cli- 
mate of legal and public opinion. 
The question is no longer whether 
to give, but how much and where. 

In answer to the question, “How 
much?” let me put myself on the 
side of the growing number of 
business men who say More. 

More because more is needed. 

More because corporations are 


in recent years have 


circle 


“now generally in a better position 


than individual donors to give more. 

The era of the great individual 
philanthropists . . . is for the most 
part past. It remains for a multitude 
of corporations to share the respon- 
sibility of seeing to it that our social 
welfare needs are met. 
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How to get more” 
working minute 
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per hour: 


There’s no need for personnel to waste 
valuable time walking back and forth 
for information and instructions, With 
Executone Intercom they just push a 
button and talk—instantly! 

Walking time becomes working time. 
Telephone lines are kept open for out- 


Without obligation, please send 


1 Nehoebiotinfen dg 


a 





side calls; roving employees are lo- 
cated immediately! Production is in- 
creased, costs are cut. Installations in 
every type of business and organiza- 
tion prove that Executone pays for 
itself many times over! 


Send the coupon below for full de- 


tails and special Executone features. 








(XECUIOME 1***ecom systems 


BAe a gar eee 


EXECUTONE, INC., Dept. W-1 415 Lexington Ave., New York 17, N. Y. 





me the booklet describing how Name 

Executone helps cut costs. 

| am particularly interested in: a 
Title 





| INTER-OFFICE COMMUNICATION 


| INTRA-PLANT COMMUNICATION Firm 





| SWITCHBOARD RELIEF 
| LOCATING PERSONNEL 
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In Canada—331 Bartlett Ave. 





Address 


City 
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What glass means to modern living 
is plainly evident in its glint and 
shine and sparkle all around us... 
glass in building construction, in 
packaging and tableware, in science 
and communication, in medicine 
and industry. 

The dazzling vista ranges through 
tens of thousands of forms — from 
the incredibly delicate filament of 
nuclear research equipment to the 
giant 200-inch mirror of the Mount 
Palomar telescope. Here is a mate- 
rial so versatile that it may be 
kneaded like dough, blown into 
bubbles, drawn into threads, woven 


into fabric, shaped like clay, rolled 


“Vision is Indispensable to Progress.’ 


Through glass 


man’s magic view of progress 


and pressed and cut and engraved! 

Glass has companioned the whole 
progress of man, yet only in the past 
100 years and particularly since 1900, 
have we begun to appreciate and 
exploit its almost limitless possibili- 
ties. Today this magic material of 
utility, beauty, safety and efficiency 
is on the threshold of its greatest era 
of development. 

Glimpsing the future through 


BANKERS TRUST COMPANY 


16 WALL STREET, NEW YORK 15, N. Y. 


glass, we see continuing research, 
improved methods of craftsmanship 
and manufacture achieving amazing 
flexibility, sensitivity and strength. 
By steadily widening the frontiers 
of service for its products, the glass 
industry presents a crystal-clear 
example of how our system of free 
economy leads American enterprise 
to higher and higher attainment on 
the road of progress. 
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NEW JERSEY TURNPIKE--DEVANEY PHOTOGRAPH 


»What’s Ahead for Construction? 
» Retailers Prepare for New Peak Trade 


THOMAS KENNY of rising personal income, actually 


increased more than income during 
A Hurricane Named Desire the past year. To translate this ap- 
parently insatiable desire for better 
living into effective demand, con- 
sumers have gone into debt as never 
before while savings have declined. 


The high winds of demand blew 


briskly through the nation’s econ- 


omy last month as they have for 
the past year. Summer goods were 
swept from store shelves, leaving 
retailers free of the carryover prob- 


As a result, an extra, unexpected 
$14 billion in consumer spending 
has been churning through the 
economy in recent months. 


Spot surveys in 66 cities across 
the nation pointed to further gains 
in most major sectors of the econ- 


lems of recent years. The desire to 
escape torrid temperatures sent the 
sales of air conditioners soaring 50 
per cent higher than a year 


» Inventories Growing Again 


» Failures Down Slightly 


omy last month. Manufacturers’ 


new orders, consumer demand, 
payrolls, construction, and industri- 
al production moved upward to- 
gether like a party of determined 
mountain-climbers So that these 
and other key sectors of the econ- 
omy do not climb too recklessly and 
so tumble into an unexpected cre- 
vasse, the Government tightened 
the ropes on credit last month. The 
slight restrictions on bank credit 
and home loans are based on the 
boom can be 
being 
Previous at- 


premise that a 


stretched without 





ago. The yearning for 
more breathing space was 
evident in the average size 
of new homes, 1,100 square 
feet, against 900 in 1950. 
About per cent of all 
new homes are being built 
with more than one bath, 
compared with 8 per cent 
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SELECTED 


Ten Thousand Tons 


Bituminous Coal Mined 95 93 
Hundred Thousand Tons 


five years ago. 
Most retailers of appli- 
ances found shoppers turn- 


Thousand Cars and Trucks 


Ten Million KW Hours 


LaTest Previous YEAR 


BUSINESS INDICATORS Weexk* Week Aco 
Steel Ingot Production. 221 = 218 152 
77 
Automobile Production. 169173 117 
Electric Power Output. 1081 1073 921 


damaged. 
tempts at monetary control 
in 1937 and 1953—admit- 
tedlv more restrictive—have 
been blamed by some econ- 
omists for the declines in 
those years. However, few 
observers anticipate a seri- 
ous credit pinch in the 
months ahead. 

Among the other prob- 
lems which have arisen re- 


ing aWay from the stand- Freight Carloadings. eee 781 7/75 679 cently are shortages, price 
ard to de luxe models. The Toenmnn Soar hikes, the end of the Office 
desire for new cars was Department Store Sales. 106 100 100 of Defense Mobilization 
3 d h Index Number (1947-1949= 100) : , b 
vividly reflected in _ the ae oe ae 110 ~=-110 110 fast tax write-offs for many 
rainbow-hued trafhe jams Index Number (1947-1949= 100) industries, and the danger 
throughout the nation. Bot- Bank Clearings........ 101 = 106 88 of over-confidence, about 
shies oe . Lssnndins Hundred Million Dollars oe th G t 
ing pl: never busi Be | which e Governmen 
5 | eae Money in Circulation... 303 303 299 ! 
worked overtime to slake Hundred Million Dollars warned last month. Short- 
the nation’s thirst. Resort Business Failures....... 216 169 246 ages of cement, nickel, cop- 


areas ended the season icy areas 
with record receipts. Never 
before had so many Ameri- 
cans enjoyed vacations. 
The gusty demand, which 


for the third week. 





Steel data are for the fourth week of August. All others 


Sources: Amer. Iron & Steel Inst.; Bureau of Mines: Auto- 
motive News ; Edison Elec. Inst.:; Assn. of Amer. Railroads; 
Bureau of Labor Statistics; Don & Brapstreet, Inc. 


per, freight cars, and some 
types ot steel hampered op- 
erations in some areas. The 
completion of the Maine 
Turnpike was delayed for 
want of cement, while 








was stirred by the pressure 
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And Todd Methods Study can 
mean the difference between 
safety and danger for your 
company funds. It can put your 
whole bookkeeping operation 


under control and on a smooth- 


means Todd Methods Study 


flowing basis. 


If you want to reduce your pay- 


roll preparation work, create 
better employee-employer 
relations, and safeguard your 
company against loss by theft, 
forgery, and embezzlement, 
mail the coupon. It may be one 
of the most worthwhile things 
you've done for your company 


im years. 


Ny N 
Nee shh 
| UUs: 
COMPA ened INC. 


S 












W YORK 
PRINCIPAL CITIES 


ROCHESTER 
SALES OFFICES IN 


DISTRIBUTORS THROUGHOUT THE WORLD 


THE TODD COMPANY, Inc. 
Dept. DR, Rochester 3, N.¥. 


Gentlemen: 

Please have your representative phone me 
for an appointment. I'm interested in learn- 
ing—without cost or obligation—what Todd 
Methods Study can do for our company. 
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cold roll forming 


FOR THE 


GROWING BUSINESS 


@® As your business grows, new 
opportunities arise for drastic cost 
reduction by cold roll forming. For 
instance, you can make plain struc- 
tural angles, channels, etc., up to 
14” thick . .. light, strong, finely 
finished, at a substantial saving... 
You can form wide sheets and 
panels into cabinets for refrigerators, 
ironcrs, radio-TV sets, etc.... You 
can make nearly all components for 
metal buildings, including trusses, 
studs, joists, siding, roofing, win- 
dows, doors, mouldings, etc. 


You can do perforating, notching, 
embossing, curving, coiling, etc., of 
the roll formed shapes, at no extra 
labor cost, by inexpensive extra 
tooling or attachments to the roll 
forming machine. 


The Yoder Book on Cold Roll 
Forming illustrates and describes 
these versatile machines, typical end 
uses of roll formed shapes, how they 
reduce cost and increase production. 
A copy is yours for the asking. 


THE YODER COMPANY 


5531 Walworth Avenue, Cleveland 2, Ohio 


Cold-Roll 
FORMING 
MACHINES 
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many copper-consuming plants laid 
off workers. 

Despite these problems, corpora- 
tions scored substantial gains in 
profits during the first half of the 
year. Surveys by the First National 
City Bank and The Wall Street 
Journal indicate that corporate 
profits in the first half were up 
about one-third from 1954. 

Much of the impetus for plant 
and equipment expenditures dur- 
ing the period of rapid growth 
since 1950 probably came from the 
$31 billion in rapid amortization 
certificates issued in the past five 
years. About two-thirds of the $9 
billion in applications now before 
the ODM will probably be voided 
by the Government's action last 
month which limits rapid tax write- 
offs to direct defense facilities. 


Blisters on the Boom 


The Government's concern over 
possible blisters on the boom was 
reflected in the rise in the redis- 
count rate at Federal: Reserve 
Banks, which supply funds to com- 
mercial banks. The American 
Bankers Association looks for in- 
stalment credit--of which banks 
supply about 40 per cent—to be- 
come slightly more stringent in the 
months ahead. Suppliers of automo- 
bile credit think that the present 
term of three years is too lengthy 
and encourages repossessions. The 
payments in some cases are feared 
to be more durable than the goods. 

While delinquencies and _ repos- 
sessions of automobiles and house- 
hold goods have not been rising 
noticeably in recent months, total 
consumer credit has been balloon- 
ing much faster than has personal 
income. In addition, there has been 
a spectacular growth in debt ad- 
justers (variously known as pro- 
raters, debt poolers, debt managers, 
credit counselors) about which Bet- 
ter Business Bureaus have received 
many complaints across the nation. 

The rise in the rediscount rate 
which may restrain business bor- 
rowing and stock market loans as 
well as consumer credit was pre- 
ceded by other credit curbs. The 
earlier action in tightening te-ms 
on Federally insured home mort- 
gages may also relieve the inflation- 
ary pressure which has been grow- 
ing in some sectors. However, mon- 
etary reins on the boom have to be 
handled most gingerly, for they are 


much more efficacious in slowing 
business activity than in spurring it. 

The inclusion of added personal 
security provisions in new labor 
contracts probably has led to less 
incentive for personal savings and 
increase in instalment purchases in 
recent months. 


Some Slowness in Collections 


Although there may be some evi- 
dence of tardy collections from con- 
sumers, most business men_ paid 
their bills promptly. Information 
from Dun & Brapsrreet reporters 
in 66 cities in 39 states last month 
showed that most manufacturers 
and merchants were paying their 


bills more promptly than at this 
time last year. However, there are 
many reports of slowness among 
retailers of apparel, primarily be- 
cause many moderate-sized retailers 
have had to broaden their stocks to 
meet demand. This appears to be a 
rather general pattern throughout 
the nation, although it is somewhat 
more noticeable in New England. 
One of the main ingredients of 
any boom—high consumer spend- 
ing—continued to be present in 
August. Week-by-week spot checks 
of retail merchants in 66 cities indi- 
cated that total retail trade probably 
expanded slightly in August from 
the record level of $15.5 billion in 
the prior month. The year-to-year 





If the present momentum is not lost, a new high in the industrial production 
index may be reached before the end of the year. Most plants are scheduling 
close-to-capacity operations for the first quarter, while expansion programs 
are boosting production potentials in many lines of industry. 


Wholesale prices are edging upward from the pressure of rising wages 
and other costs, after an unusually long period of stability. 


The bull market in stocks stumbled slightly last month as tighter margin 
requirements and restraints on the money supply were announced. 


Little variation is likely in the cost of living in the months ahead. Rises 
in appliance and auto prices will probably be offset by a dip in the cost of 
food. Crops will be the largest on record, except for the huge 1948 harvest. 


Unemployment seems headed downward for the rest of the year and will 
probably level near 2 million. Most plants will add workers this Fall. 


Retail trade is moving toward a new peak level in the holiday season. 


Industrial Production 







Unadjusted fedex 1947-1949 = 100. Federal Reserve Board 

1952 1953 1954 1955 
January 119 124 
February 126 3 
Marct 3 126 137 
Apt 1: 138 
Ma 1: 138 
Jur 1: 139 
July 1: 133 
Aug 13 2 138 
September 131 135 
Octobe 134 136 130 
Nove i34 130 

131 L: 


Wholesale Commodity Prices 


Index 1947-1949 lt S Bureau of Labor Statistics 
1952 1953 1954 1955 
January 113.0 109.9 110.9 110.1 
February 112.5 109.6 110.5 110.4 
March 112.3 1100 110.5 110.0 
April L1L.8 109.4 111.0 110.5 
May: 111.4 109.8 110.9 109.7 
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July 111.8 : 110.6 
August 112.2 1106 110.5 110.97 
September LLLs 111.0 110.0 
October Lil.l 110.2 109.7 
November L107 109 8 110.0 
December 1006 110.1 109.5 
Industrial Stock Prices 
Monthly Averave of D wivdexr Deow-Jowes 

1952 1953 1954 1955 
January 271 71 288.47 286.64 398.43 
February 265.19 283.94 292.15 410,25 
March 264.48 286.79 299.15 ol 
April 262.55 275.28 310.91 2.99 
May 261.61 276.84 322.85 421.38 
June 269.39 266.87 27.4 440.79 
July 270.64 270.28 ; 462.16 
August 272.26 Fis. 458.007 
September > 1S a2. 
October z ‘ 2104. 358.29 
November 276.37 277.09 375.70 
December 285.95 281 15 393.39 


Based on closing prices of 30 industrial stocks. 
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Consumer Price Index 

















Index 1947-1948 = 10, U S |} 
1952 1953 1954 1955 
January 113.1 113.9 115.2 114.3 
February 112.4 113.4 115.0 114.4 
March 112.4 113.6 114.8 114.3 
April 112.9 , 2 
May oft 14.0 115.0 1142 
June 113.4 114.5 115.1 Li4.4 
July 114.1 114.7 115.2 114.3 
August 114.3 115.0 115.0 1143 
September 114.1 115.2 1147 
October 114.2 115.4 1145 
November 114.3 115.0 114.6 
December 114.1 114.9 114.3 
Y 
Unemployment 
Thousands of Peraove, U S&S Burean of The Cenane 
1952 1953 1954 1955 
January 2054 1892 3087 3347 
February 2086 1788 3670 3383 
March 1804 1674 3724 3176 
April i612 L582 3465 2062 
May 1602 1306 33 So 
June 1818 1562 33 a AE) 
July 1942 1548 33: 2471 
August 1240 3245 2300 
September : 3100 
October 1284 1301 2741 
November 1418 1699 289 
December 1412 2313 28338 
Retail Sales 
Milliows of Dollara, U S Department of Commerce 
1952 1953 1954 1955 
January 11.8 13.1 12.3 13.3 
February 117 12.3 121 12.8 
March 12.7 14.0 13.5 14.7 
April 13.4 14.2 143 15.6 
May 144 14.2 155 
June 13.8 14.7 i 
July 13.4 l 
August , 
September 
October 14.8 
November 14.0 14.0 14.5 
December 16.9 16.4 17.9 


t Approximation, figure from quoted source nor available. 
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Guiding or intercepting 


MODE 


| iZ _ Research, development, production 


4 of electronic computers for defense 





Today our Armed Services are making valuable use of Burroughs 
Corporation applied research for analysis and study of original defense 
concepts; of our expert engineering for development and testing of 
prototypes; and of our mass-precision manufacturing facilities for final 
production of defense appliances. 


Burroughs’ defense accomplishment embraces the fields of instrumenta- 
! tion, control systems, communications, magnetic and electronic com- 
ponents and electronic computers. It is marked by achievements like the 
A-4 Gun Sight, the Skysweeper “brain,” ground guidance computers » 
| | S for high-priority systems and other classified projects. Address inquiries 
Doe a fo Burroughs Corporation, Detroit 32, Michigan. 


Burroughs 


BURROUGHS INTEGRATED DEFENSE FACILITIES INCLUDE: 


Burroughs Corporation plants in Detroit and Plymouth, Michigan 
Burroughs Electronic Instruments Division, Philadelphia, Pa. 
Hoydv Brothers of New Jersey, Plainfield, New Jersey 
Control Instrument Company, Brooklyn, New York 

Burroughs Research Center, Paoli, Pa. 
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Sure of enough cash 
at all times? 


se Commercial 
redit tunds to 


increase cash 


working capital 


525,000 or Millions 


k* PERIENCE has proved that Commerciat CrepIT 
is usually able to provide considerably more cash than is 
available from other sources. Important also is the fact that 
ComMMERCIAL CREDIT provides funds continuously (if needed) 
without negotiations for renewals. 


Our method is quick, with funds usually available within 3 to 
5 days, no matter where the user is located in the U.S. It is 
simple, functions automatically without interfering with 
ownership or management. It is reasonable in cost, as there are 
no preliminary expenses, no long-term fixed commitments, 
and our one charge is a tax deductible expense. 


Knowledge of our method may make it possible for you to 
take advantage of business opportunities that might other- 
wise be missed. For additional facts, write or phone the 
nearest COMMERCIAL CrEDIT CORPORATION office below. Just 
say, “I'd like more information about the plan described in 
Dun’s Review & Modern Industry.” 


Bautimone 1——200 W. Baltimore St. Currcaco 6—222 W. Adams St. 
Los ANGELES 14—722 S. Spring St. New York 17—100 E. 42nd St. 
SAN FRANCISCO 6—112 Pine St. 


A Service Available Through Subsidiaries of 


COMMERCIAL CreDIT COMPANY 


Capital and Surplus Over $175,000,000 





gain in August was most likely the 
largest one since retail trade moved 
ahead of the year-ago level last No- 
vember. Most retailers are optimis- 
tic about continued gains for the 
rest of the year and are already 
planning for a holiday shopping 
season of unprecedented propor- 
tions. 

The increase of $14.4 billion in 
consumer spending during the past 
year was larger by $1.3 billion than 
the rise in disposable personal in- 
come, indicating a decline in the 
rate of savings. A disproportion- 


DEVANEY PHOTOGRAPH 


ately large share of this rise was 
devoted to consumer durables, 
which helps to explain the robust 
recovery among producers of auto- 
mobiles, appliances, and other dura- 


bles. 


Output Rises A gain 


Total industrial production in 
August recovered from the slow- 
down in July which had been much 
less than “usual, according to early 
reports from many parts of the na- 
tion. The seasonal dip in July 
which carried industrial production 
down six points to 133 (1947-1949 
=100) was less than usual for the 
month. In August industrial output 
was probably one point short of the 
all-time peak reached in June. The 
gain of 11 per cent over the year- 
ago level was composed of sharp 
increases in building materials, 
household goods, farm machinery, 
automobiles, and small gains in 
food processing and defense mate- 
rials. Production should rise again 
in September, if employers adhere 
to the hiring plans reported to the 
Department of Labor last month. 

Steel production which usually 
wilts with the warm weather re- 
mained firm and high during the 
Summer. With almost all steel 
industry spokesmen anticipating 
booming operations for at least the 
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next six months, steel companies 
find that their most pressing prob- 
lem is meeting the urgent demand 
from steel consumers in an entire 
panorama of lines. Steel mills were 
unable to maintain operations at 
100 per cent of capacity in July and 
August because of needed repairs to 
furnaces and vacation schedules. 

Mills are now completely booked 
through the rest of this year and 
steel consumers find that deliv- 
eries, particularly on such popular 
items as steel sheets, are running 
one to two months slow. The call 
for steel is particularly urgent from 
railroad-equipment makers who are 
operating at the highest level in 
five years and are attempting to 
cut the shortage of freight cars. 

Although employment in most 
steel centers last month was not 
yet back to the record levels in the 
second quarter of 1953, total output 
for the year seems likely to top the 
total of 111.6 million tons in. 1953, 
reflecting the recent gains in pro- 
ductivity. The stocks of steel which 
added to the 1953-1954 recession are 
apparently growing again. Seasonal 
declines in output were somewhat 
more noticeable in plants consum- 
ing steel than among steel produc- 
ers. However, there is little appre- 
hension about possible inventory 
gluts in the light of the high levels 
of order backlogs held by steel con- 
sumers. 

There were no serious cancella- 
tions last month from the nation’s 
largest steel consuming industry— 
the automobile makers—although 
several assembly lines were down 
for model changeovers, 


New Cars Pile Up 


The production of automobiles, 
which gave a fillip to the recovery 
last Fall, declined during August 
and is not expected to move up- 
ward again until early October 
when most lines will have com- 
pleted model changeovers. Despite 
the seasonal decline, both sales and 
output remained higher than a year 
ago during the Summer. 

However, most dealers were 
faced with a staggering clean-up 
problem on 1955 models which 
numbered more than 800,000 last 
month, nearly double that of a year 
ago. Unwieldy stocks of new cars 
in the Fall of 1953 helped to de- 
press the production schedules at 


that time. This Fall the model 
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The nding markets... 





WITHOUT 
CAPITAL 
INVESTMENT 


HERE IS WHAT COMPLETE CM’ CAN DO... 


C M *—Contract Manufacturing—is now being used by 
companies of every size and almost every description, 
because CM is the most economical way to expand with 
present markets and to meet the challenge of new markets. 


THESE ARE ALL PRODUCTS Complete Contract Manufacturing facilities should give 


& oa you immediate and flexible expansion of all your depart- 
PRODUCED BY Oiljak ments from initial design and engineering through every 
manufacturing process to final packaging and shipping. 
All of this on a contract basis without the capital 
investment of a single dollar. 





OILJAK Manufacturing Co., Inc. is a complete Contract 
Manufacturer. At OILJAK you have at your fingertips the 
engineering skill and plant capacity you need... 
when you need it. 


We will be glad to show you exactly how Contract 
Manufacturing might fit your picture . . . send us a card 
or letter... or give us a call. 


C M *—Contract Manufacturing—a vital and growing factor 
in the American Economy. 


FOR OVER 25 YEARS complete contract services . . . from 
blueprint to finished product. . . for famous trade nomes 





MANUFACTURING COMPANY 
24 DEPOT SQUARE - MONTCLAIR - NEW JERSEY 
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How to give 


¢ 


your opel ation 


“these adt anlages 


instant communication with anyone— 


~ 


anywhere— anytime. 


—_ Rapid locating of roving personnel. 
= Relaxing music that relieves monotony 


and fatigue. 


i = improved employe-employer relations. 


—_~ Greater control in emergency situations. 


RCA’s new booklet, “Sound in Industry,” 


explains why dollar-wise companies 


place real importance on in-plant 
communications. The coupon on opposite 
page will bring it free by return mail. 


SOUND PRODUCTS 


Py , y right NOW... 





Call in your local KCA Sound Distributor 


Have him make an intelligent survey of your plant to 
determine how much or how little equipment is needed to 
give the employes and management all the advantages 
of sound... sound tailored to your plant’s requirements 


now and for the future. It involves no obligation whatever. 





RADIO CORPORATION of AMERICA 


ENGINEERING PRODUCTS DIVISION 


® In Canada: RCA VICTOR Company Limited, Montreal 


CAMDEN, N..J. 








changeover period will be some- 
what longer than usual, allowing 
dealers more time to run the “blitz” 
sales which are moving new mod- 
els in many parts of the nation. 


Market for 1956 Cars 


The sizable year-to-year gains in 
volume which most dealers have 
scored so far this year may dis- 
appear after the introduction of the 
1956 models. Dealers will be up 
against the lofty levels of last Fall 
when radical design changes stirred 
consumer demand. Early informa- 
tion about the 1956 models points to 
little more than face lifting, partic- 
ularly on the most popular models. 
In addition, credit will probably be 
a bit more stringent this Fall. 

Nevertheless, there are virtually 
no crepe-hangers among the close 
observers of the auto industry. Out- 
put next year is widely expected to 
top 5 million cars. Acquiescence of 
the auto-makers to union demands 
and their sizable expansion pro- 
grams indicate considerable conf- 
dence in the future of the auto mar- 
ket from those who know it best. 

Inventory growth, which pro- 
vides an extra market for many 
goods, continued through July and 
August, according to reports from 
many companies throughout the 
nation. Despite some mild appre- 
hension about the recent inventory 
rise—it was at the rate of $4 billion 
during the second quarter—sales- 
stock ratios are much below the lev- 
els just prior to the beginning of the 
business pause two years ago. 

Manufacturers’ new orders dipped 
seasonally in July but apparently 
moved upward again last month. 
They continued to be considerably 
higher than the year-ago level. In 
June new orders had topped the 
comparable 1954 level by 25 per 
cent and were at the highest level 
on record except for January 1951. 


More Jobs than Ever 


Employment, which touched a 
new peak of 65 million in July, 
edged upward slightly last month 
according to preliminary informa- 
tion from 66 cities. While manu- 
facturing employment was up 
about 1.3 million from the year ago 
level, factory jobs were still about 
600,000 short of the record reached 
two years ago, just prior to the 
decline in output due to inventory 
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gluts and to defense cutbacks. 

Jobs have been growing faster 
during the past five months than 
at any time since the postwar re- 
conversion period of 1946. The rise 
of almost 1 million in non-farm 
jobs in July was the highest on rec- 
ord for the month. 

Despite the rise of 5 million in 
the number of jobs from February 

July, there were no areas with 
critical labor shortages, according 
to the Department of Labor. The 
ebbing of unemployment and the 
appearance of many new job seek- 
ers helped to fill the gap. 

Of the nation’s 149 major labor 
market areas, 31 had substantial la- 
bor surpluses (more than 6 per cent 
of the labor force jobless). This was 
the lowest total in eighteen months 
and compared with the 53 of a 
year ago. Among the areas with 
substantial unemployment (more 
than 12 per cent jobless) which is 
expected to continue for the next 
few months are Lawrence, Mass.., 
and a number of coal mining cities 
in Pennsylvania including Altoona, 
Johnstown, Scranton, Wilkes-Barre, 


Hazleton, and Charleston, W. Va. 





That politically charged statistic 
—unemployment—continued to re- 
cede from public attention as it 
moved down toward the almost 
irreducible level of 3 per cent of 
the labor force. Joblessness dipped 
slightly again in August, according 
to spot checks in many parts of the 
nation. In July about 3.7 per cent 
of the labor force was without 
work, but few of the unemployed 
were skilled or semi-skilled factory 
workers. The ranks of the long- 
term jobless (15 weeks or more) 
numbered 600,000 in July, a drop of 
250,000 from last year. 


Outlook for Building 


Construction began to weaken 
slightly even before the Govern- 
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ment tightened the reins on mort- 
gage credit on July 30. New hous- 
ing starts in July dipped more than 
seasonally to 115,000 units, the low- 
est level since March. On a season- 
ally adjusted basis, new starts were 
at the annual rate of 1.2 million in 
July, compared with a rate of 1.3 
million units in recent months. The 
decline was attributed to the vol- 
untary tightening of credit in some 
sections. However, most other parts 
of the construction industry scored 
new records during July. 

Despite the slight slip in housing 
starts, few observers anticipate seri- 
ous declines in the near future. For 
moderate priced homes the rises in 
down payments for VA and FHA 
mortgages are so small that it is 
doubtful that any sizable segment 
of the housing market will be lost. 
If anything, the increase in down 
payments may cut into the effective 
demand for appliances and other 
household goods, which are gener- 
ally bought for cash. Federal Hous- 
ing Chief Cole expects no signifi- 
cant cutback in home building as a 
result of the credit curbs. 


Boost for Buildin g 


The housing market may be 
given a boost in 1956 by the ap- 
proaching end of the GI Bill for 
home purchasing which ends in 
July 1957. Since the end of World 
War II about 4 million mortgages 
have been insured by the VA. 
There are about 15 million veter- 
ans of that conflict. 

For the first seven months of the 
year building permits were at the 
highest level on record. However, 
the slight dip in July pointed to 
some faltering in the months ahead, 
since permits usually anticipate ac- 
tual building by a few months. 

According to reports on building 
permits gathered by Dun & Brad- 
street from 217 cities, the South and 
Pacific Coast regions will probably 
provide the most spectacular gains 
in building in the months ahead. 
Dallas, which ranks twenty-second 
in population, has for several 
months held the number four spot 
in the nation’s cities, ranked by 
volume of building permits. Long 
Beach, which is forty-first in popu- 
lation, was sixteenth in building 
permits in July. 

Among the laggard cities were 
St. Louis, eighth in population but 
twenty-fourth in building permits, 
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and Cleveland, seventh in popula- 
tion but seventeenth in building 
permits. 


Failures Dip 


Business failures dipped slightly 
in August and were slightly below 
the level of a year earlier, as they 
have been in most months so far 
this year. While failures among 
manufacturers, retailers, and com- 
mercial service companies were be- 
low the year-ago level, those in 
wholesale trade and construction 
were more numerous than in Au- 
gust 1954. Four of the nine regions 
had more failures than they did a 
year ago: New England, East 
North Central, West North Cen- 
tral, and South Atlantic. 

More detailed information is now 
available about business and indus- 
trial failures during July. The de- 
cline in business failures in July 
was somewhat less than usual for 
that month. While failures were at 
the lowest level since September 
1954, the July toll was a new post- 
World War II peak. Nevertheless, 
failures were considerably below 
the total of 1,175 in July 1940. 

The annual failure rate, in July, 
adjusted for seasonal variation, 
edged up to 42 casualties per 10,000 
enterprises listed in the Dun & 
Bradstreet Reference Book. Al- 
though above the rate of 41 in June 
and 40 a year ago, failures occurred 
at a considerably lower rate than in 
July 1940 when there were 71 per 
10,000 businesses. 
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Almost two-fifths of the busi- 
nesses which failed in July had be- 
gun operations in the last three 
years. Another fifth were enter- 
prises three to five years old. 

All industry and trade groups, 
except wholesaling, had decreases 
in failures in July. Failures in re- 
tail trade were the lowest since 
February and in construction since 
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How to make 


Add your own sound to your film—a new, 
up-to-the-minute audio presentation slanted 
to the requirements of important prospects. 
It’s quickly and easily done with an 


RCA 400 Magnetic 
Recorder-Projector 


With this new, compact, 
precision-built machine you have 
full control over the audio portion of 
your program. You can record, 
play back, erase or re-record at the 
flick of a switch. A magnetic sound 
track added to your present 16 mm 
film costs but a few cents per foot 
and doubles the effectiveness of your 
pictures. To appreciate all the 
advantages of the RCA 400 
Magnetic ask your RCA 
Audio-Visual dealer how it 
can be done. 











Any Questions ? 


These new booklets will bring 
you the answers ...Why not 




















mail the coupon today! en 
— ed cet ee ee = ; —— 
Radio Corporation of America = =. | 
Dept. W-270, Building 15-1, Camden, New Jersey } 
|_| Please send latest brochure on the RCA 400 Magnetic Recorder-Projector. | 
|_| Please send new RCA booklet “Sound in Industry” 7 
NAME TITLE | 
COMPANY 
ADDRESS | 
City ZONE STATE " | 
Ma ee me ee oun od 





AUDIO-VISUAL PROOUCTS 


RADIO CORPORATION of AMERICA 


ENGINEERING PRODUCTS DIVISION CAMDEN, HM. J. 
@ In Canada: RCA VICTOR Company Limited, Montreal 
SEPTEMBER 1955 > 2B 
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“We like doing business 











with the Royal” 








Canada’s largest bank can help find the 


answers to your questions about 


business in Canada. Complete banking 


facilities, plus assistance in securing 


information on sales, manufacturing, 


financial and production opportunities, 


are obtainable by writing: Business 
Development Dept., at Head Office 


in Montreal. 


Over 800 branches in Canada, the West Indies, Central and South America, 
New York, London and Paris. 


THE ROYAL BANK 





OF CANADA 


HEAD OFFICE: MONTREAL 
New York Agency— 
68 William Street, New York 5, N.Y. 


Canada’s Largest Bank 


January. Fewer furniture and appli- 
ance dealers failed than in any 
month since January 1953. Several 
manufacturing industries had lower 
failures during July: mining, food, 
lumber, and machinery. Yet a 
marked upturn in transportation 
equipment failures lifted that in- 
dustry’s toll to the highest level in 
more than a year. In most manufac- 
turing lines, failures were about 
even with July 1954; the year-to- 
year rise was mostly among makers 
of transportation equipment. 
Seven of the nine geographic re- 
gions reported dips in failures in 
July. Fewer concerns failed in the 
East South Central and Mountain 
States than in the last sixteen and 
twelve months, respectively. Penn- 
sylvania had the lightest toll since 
September 1953, while both New 
York and New Jersey had an in- 
crease in casualties. In New Eng- 
land, the decline from June came 
largely in Massachusetts and Con- 
necticut, Rhode Island 
failures rose. In only two regions, 
the South Atlantic and Pacific 
States, were July failures above the 


whereas 


preceding month. All of the rise 
from 1954 was centered in the Mid- 
dle Atlantic, South Atlantic, and 





East North Central States. More 
than twice as many businesses failed 
in New Jersey, Georgia, West Vir- 
ginia, and Florida as in July 1954. 

New York City failures rebound- 
ed from a three-month downtrend, 
reaching a total exceeded only in 


FaiturReEs BY Divisions or INDUSTRY 


Number Liabilities 
(Current liabilities in 7 Months 7 Months 
millions of dollars) 1955 1954 1955 1954 


Muninc, Manuractrurine — 1,309 1,370 100.0 114.5 
Mining—Coal, Oil, Misc...... 34 3 28 6.5 
Food and Kindred Products...102 103 9.9 I1.8 
Textile Products, Apparel.....293 340 14.2 19.0 


Lumber, Lumber Products....189 202 8.0 9.9 
Paper, Printing, Publishing i ne Soe SO 
Chemica!s, Allied Products me ae ee 
Leather, Leather Products «A. ee 3.4 
Stone, Clay, Glass Products.. 31 34 1.5 1.1 
Iron, Steel, and Products... . am > @.. @43 .73 
Machinery eva tiger gan oes. 22 
Transportation Equipment.... 33 32 $8 864.2 
Miscellaneous. . eS veae i ie og 
Wroxesace TRADE......... 685 650 27.9 32.0 
Food and Farm Products......167 169 74 8.0 
Eas 5 ler ERS eee Re Y, 
Dry Goods. . Saige 29 40 0.9 2.0 
Lumber; Bldg. Mats., Hdwre... 82 62 4.5 3.2 
Chemicals and Drugs... .. 17 a a. ae 
Motor Vehicles, Equipment... 41 33 1.0 1,0 
Miscellaneous teu Pee ee | ie) Bey 
Reraw Traps ....3,2403,317 70.4 91.6 
Food and Liquor aees oe ee: a 
General Merchandise ..»-H112 114 38 4.8 
Apparel and Accessories. . . . 514 508 9.7 10.2 
Furniture, Furnishings ...-476 602 13.8 31.5 
Lumber, Bldg. Mats., Hdwre..181 186 5.2 5.4 
Automotive Group 300 345 6.6 12.7 
F.ating, Drinking Places 3. 3i2 AZ US 
Drug Stores 84 98 1.9 1.9 
Miscellaneous a oe See 63 39 
CONSTRUCTION 751 768 43.5 31.3 
General Bldg. Contractors 244 271 24.1 = = 16.! 
Building Subcontractors. . 465 461 17.0 13.5 
Other Contractors oo 36 2.3 1.7 
ComMERCIAL SERVIC! 502 529 19.3 20.2 
Tora. Unrrep Srares 6,487 6,634 261.0 289.5 


Liabilities are rounded to the nearest million; they 
do not necessarily add to totals. 
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Your outgoing mail loses money if it carries 
too much postage... loses prestige and good will 
if it carries too little, and arrives Postage Due. 

This Pitney-Bowes S-510 Scale, with its high 
precision, instant acting, automatic pendulum 
mechanism, gives exact weight, in fractions of an 
ounce up to 10 lbs. Large, widely spaced markings 
permit quick, easy reading, save time in mailing. 
Other PB Scales for any kind of mailing, including 
parcel post up to 70 ibs. Ask the nearest 
Pitney-Bowes office to show you. Or write for 


free booklet. 


FREE: Handy desk or wall chart of Postal Rates 


with parcel post map and zone finder. 


= PITNEY-BOWES 


& 


©) Mailing Scales 


~ PITNEY-BOWES, INC. 


1578 Walnut St., Stamford, Conn. 


Originators of the postage meter 
- «Offices in 94 cities 


DP aa Ce 


g Worth its weight 
{7S in savings! 
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THEY KNOW HOW it pays to specity coatings form 
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Coatings for Impco bleach washers were made from BAKELITE 
Vinyl Resins by Socony Paint Products Company, Metuchen, N. J. 


gets beforehand corrosion protection 


How did the new pulp and paper plant 
of Bowaters Southern Paper Corpora- 
tion, Calhoun, Tenn., make sure of min- 
imum maintenance for bleach washers 
and other equipment? 

They used coatings based on 
BAKELITE Brand Viny! Resins. 

The reason is well known. Wherever 
you find severe service conditions due 
to chemicals, gases, abrasion and other 
normally destructive agents, coatings 
made with BAKELITE Resins have dem- 
onstrated excellent durability and ex- 


Vinyl, Phenolic, Epoxy, and Styrene Resins for Coatings 


tended service with minimum mainte- 
nance that means greater economy. 

Pulp and pa- 
per plants re- 
quire just that 
kind of coating service. You're still 
money ahead when you specify coat- 
ings based on Bake.ite Resins, even 
when conditions aren't so severe. Why 
not get the facts . . . by sending for 
names of suppliers and a free copy of 
our booklet “BAKELITE Resin Coatings 
for Industry.” Write Dept. GN-42 


SPECIFY COATINGS a 
BASED ON 4 






Ie 22, 


BAKELITE COMPANY, A Division of Union Carbide and Carbon Corporation [Tg 30 East 42nd Street, New York 17, N. Y. 
The term Bake.iTE and the Trefoil Symbol are registered trade-marks of UCC 
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The Fast, Easy Way To Drill Concrete 


the New! 
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ELECTRIC 
HAMMER DRILL 


® Exclusive, Automatic Rotation Of Drill Bit 





® No Laborious Hand Turning Of Drill Chuck 
® Continuous Operation - Practically No Maintenance 
® Ten Times Faster Than Hand Methods 


The only Electric Hammer Drill available with automatic, self-rotating drill 
bit. Operates at high speed for fast, clean production drilling. Electro- 
magnetic drive—only one moving internal part. Stand up under constant 
operation on the toughest drilling jobs. 


chipping, cutting, pointing, scaling, etc. 


Electric Hammer models for 


Other SYNTRON POWER TOOLS That Reduce Costs... 


DIESEL 
PILE 
HAMMERS 


Self-contained. 
Require no 
boiler, hose or 
compressor. 
Drive concrete, 
steel or wood 
piling. Adapt- 
able for mobile 
driving rig. 








SAWS 


Belt drive for full power 
cutting of wood, con- 
crete, block, plaster 
board, etc. 2'%.” and 
3%" cuts. 


ELECTRIC 100% self-con- 


GASOLINE HAMMER 
Paving Breakers and 


Rock Drills 


tained. No air § 
compressor 
needed. 2000 
powerful 
blows per 
minute. Cleans 
holes automat- 
ically down to 
13 feet. 


Write for complete, illustrated Tool Catalog - FREE 


SYNTRON COMPANY 


774 Lexington Avenue 








Homer City, Penna. 


March, so far this year. On the 
other hand, the toll in Philadelphia 
fell to the lowest level in over 
twenty months. Non-metropolitan 
areas accounted entirely for the 
decline in failures during July. The 
toll in the 25 large cities remained 
unchanged at the lowest level since 
October 1954. 

Although failures are running 
close to the level of a year ago, this 
doesn’t seem to dampen the enthu- 
siasm of new enterprisers. During 
July, new business incorporations 
were 17 per cent higher than the 
comparable 1954 level. Up to the 
beginning of August, 85,250 new 
corporations were formed, setting a 
new record, 27 per cent higher than 
the previous peak in the first seven 


months of the immediate post-war 


year, 1946. 
This unusually high rate of in- 








In the July issue the brand name 
“Sheetrock” was used to indicate a 
type of building material. This was 
a mususe of the name which is the 
registered trademark of the United 
States Gypsum Company for its gyp- 
sum wallboard. It is not a generic 
term.—The Editors 

















corporation augurs well for the 
many companies which provide 
goods and services to business. 


Tue Fatture Recorp 
July June fully P.C. 
1955 1955 1954 Chg.t 
Dun’s Faiture Inpex* 
Unadjusted........ 39.1 40.2 37.6 + 4 
Adjusted, seasonally 42.0 40.6 40.4 + 4 


NumMser or FatLures 861 914 856 + | 
Numser By Sizu or Desr 
Under $5,000 149 170 123 +21 
$5,000—$25,000 | 420 420 457 8 
$25,000—-$1 00,000 232 241 208 +12 
$100,000 and over 60 83 68 12 
Numser By INpustry Groups 
Manufacturing 179 200 165 + 8 
Wholesale Trade 89 79 99 —10 
Retail Trade 423 446 417 + 1 
Construction 102 114 95 + 7 
Commercial Service. 68 75 80 15 


(LIABILITIES in thousands) 
$32,543 $36,667 $32,230 + 1 
32,706 37,171 32,725 —0.]1 


CURRENT 
l OTAI 


*Apparent annual failures per 10,000 listed enter- 
prises, formerly called Dun's Inso_tvency INpex. 
*Per cent change, July 1955 from July 1954. 


Business Fattures include those businesses 
that ceased operations following assignment or 
bankruptcy; ceased with loss to creditors after such 
actions as execution, foreclosure, or attachment; 
voluntarily withdrew leaving unpaid obligations; 
were involved in court actions such as recewership, 
reorgamzation, or arrangement; or voluntarily 
compromised with creditors out of court. 


Current Liasivities, as ased in the Failure 
Record, have a special meaning ; they include all 
accounts and notes payable and all obligations, 
whether in secured form or not, known to be held 
by banks, officers, affiliated companies, supplying 
companies, or the Government. They do not in- 
clude long-term, publicly held obligations. Off- 
setting assets are not taken into account. 









Dictaphone 


Lrorvre M Powrtt 






called upon by 
manufacturers 
of Nationally 
lamous 
P?oducts 


Be S44 py Chiliz a5 , 
/ AN 
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DICTAPHONE Time Master 


requires a quiet and dependable 
motor to drive the recording and 
playback mechanism. Dicta- 
phone gives “‘first call’’ to Loyd 
Scruggs 4-pole shaded pole 
motors, tailored to their speci- 
fications. 





Take a tip from Dictaphone 


one of many leading manufacturers 
specifying Scruggs Motors. Learn 
how we can help you develop better 
products. Sample motor built to 
your specifications. No obligation. 
Write Loyd Scruggs Co., Festus, 
Missouri. 


You can stake your reputation on SCRUGGS MOTORS 


Op a ae 





COMPANY 
FESTUS, MISSOURI 


MANUFACTURERS OF PRECISION INSTRUMENTS SINCE 1934 
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CUTLER’ HAMMER 


———.. ——— __ The Mark of 


=— MOOK Gone u—— 


~ Better Machines 
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ING RINK BUILT BY BELTZ ENGI- 
NEERING LABORATORIES. 
» CUTLER-HAMMER CONTROL IS 
FURNISHED AS STANDARD 
EQUIPMENT. 


HILL OPPOSED SPINDLE DRILL 
BUILT BY WALTER P. HILL, INC. 
CUTLER-HAMMER MOTOR CON- 
TROL FURNISHED AS STAND- 
ARD ORIGINAL EQUIPMENT. 









FITCHBURG 18 STATION 
TRANSFER TYPE BORING 
MACHINE BUILT BY FITCH- 
BURG ENGINEERING COR- 
PORATION. CONTROL USES 
CUTLER-HAMMER COMPO- 
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HOBBS AUTOTRONIC DIE 
PRESSES BUILT BY HOBBS MAN- 
UFACTURING CO. CUTLER- —— 
HAMMER MOTOR CONTROL IS 3 2 CUTLER HAMMER 
FURNISHED AS STANDARD = . |== moror conTROL == 
ORIGINAL EQUIPMENT. eae cH 
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The continued commercial success of a product is 
never an accident but follows as day follows night 
upon unceasing vigilance that ever matches prod- 
uct with need. And just as such scrupulous concern 
for the purchaser’s satisfaction is never relaxed 
during manufacturing procedures . . . so it is in- 
tensified when the manufacturer purchases com- 
ponents for his product. To do less is to substitute 
chance for certitude. Thus, machinery manufac- 
turers on their way up or at the top never risk ma- 
chine performance on untested motor control. The 


Pa Re bo Oo ee ee 


eet 


majority of them insist on Cutler-Hammer Motor 
Control. They know where Cutler-Hammer Control 
has stood during the past 60 years. They know that 
nothing is more disastrous than the failure of any 
part, that nothing succeeds like success, that no 
control has been more successful than Cutler- 
Hammer Control ... your safe selection for any 
need. CUTLER-HAMMER, Inc., 1436 St. Paul 
Avenue, Milwaukee 1, Wisconsin. Associate: Ca- 
nadian Cutler-Hammer, Ltd., Toronto, Ontario. 
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HIGHLIGHTS & sidelights 


Comment by ™“esiste. “—. Gardner 





A lot of interesting things happen along the by-ways 
of industry that may escape notice in the rush and hurry 
of mainline operations. Yet many of them hold the key 
to present savings and future progress. To point up 
some of these ideas and events—old and new—we begin 
here a column of comment by the industrial editor. It 
will range from the personal to the scientific; from the 
laboratory to the shipping dock. It will touch on a 
variety of things, of value, interest, and sometimes 
| amusement, to managers in business and industry. We'll 
| welcome your comments, suggestions, and even com- 
plaints. And we'd like particularly to know what you 
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The older and more 
experienced a manufac- 
turer becomes, the 
more he appreciates 
that success is not 
solely a matter of pro- 
ducing a fine product at 
a fair price. Rather 

it is the sum total of all 
the services, great 

and smali, which he 
renders to his cus- 
tomers day by day and 


throughout the years. 





THE 
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MANUFACTURING COMPANY 
TORRINGTON, CONNECTICUT 
VAN NUYS, CALIFORNIA>+ OAKVILLE, ONTARIO 











like best. 











Nature ts still tops 


In recent months, mica, dia- 
monds, and the natural rubber mol- 
ecule have all been duplicated in the 
laboratory. But that doesn't mean 
chemistry is going to take the piace 
of nature any time soon. Far from 
it. It’s a long way from the test tube 
to the production line. Several com- 
panies, as a matter of fact, have 
turned back to natural processes re- 
cently because they offer the sim- 
plest, fastest, surest way to produce 
complex compounds. 

A case in point is Charles Pfizer 
& Co. which recently announced 
commercial production of a whole 
series of new chemicals—for paints, 


resins, synthetic fibers—all made by 
fermentation processes from farm 
wastes (see May, page 70). 

So, if you’re looking for a new 
product or a new production meth- 
od, join the “back to nature” move- 
ment. 


How shall ye know them? 


How do you gage a new ac- 
quaintance? By his eyes? His hand- 
shake? Everyone has some prime 
source of first impressions. And 
many people gage a plant in the 
same way. Our first impressions are 
guided by cleanliness, condition of 
the plant floor (are there holes in 
it? does it vibrate? are parts ground 





Preview a la king 


It will be a year before Connecticut 
General Life Insurance has its new of- 
fice building at Bloomfield, five miles 
west of Hartford, but the company has 
something to show for it mnght now. 
And CG is getting three-way dividends. 
On the site of the new building, CG's 


architects have built a 60- by 72-foot 
mockup that gives the company a 
chance to try out lighting, flooring, and 
other components; gives the commu- 
nity a chance to see what its new 
neighbor will look like; gives employ- 
ees a foretaste of good things to come. 
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MOSLER SMASHES THE BOTTLENECK 
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IN VOLUME CARD-FILING OPERATIONS! 





New Mosler ROTO-FILE first mecha- 
nized unit in the world to allow 
instant access to over 80,000 records 
by many clerks, simultaneously! Saves 
time. Money. Makes complex card- 
filing operations run smoother! 


NOW, YOU CAN avoid the mistake of 
a costly changeover to mechanized 
card-filing equipment which limits your 
operation to a “‘one-clerk”’ effictency level! 


There is no special cost (other than 
the equipment itself) to a changeover 
with Roto-File. It uses your present 
cards—standard, or off-standard in 
size. No expensive transposition job 
required. Cards are not attached, 


; 


either. One, or a hundred-and-one may 
be removed at any time! 


Roto-File is electrically operated .. . 
has independently revolving drums 
that round up from 40,000 to over 
80,000 active cards. Clerks use Roto- 
File from restful, seated positions at 
convenient workshelf. Cuts fatigue, 
errors, inefficiency. Improves morale. 


IF YOUR active card-filing operation 
is in the 40,000 to 80,000-card bracket, 
write for details about Roto-File, to- 
day. It’s the most practical equipment 
ever built for busy, big-volume card 

filing departments. F 
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Department DR-9, Roto-File, Revo-File Division 
The Mosler Safe Company, 320 Fifth Ave., New York 1, N. Y. 
Please send me (check one or both): 


unit for volume card-filing applications. evo-File, world’s 








COMPANION TO THE FAMOUS REVO-FILE 


Another fine product of 


* Mosler Safe “”” 
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If you have 3,000 to 40,000 active cards, write 
for details about the famous Revo-File. It’s a 
time and money saver for smaller applications. 
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New brochure on Roto-File, the modern [j Illustrated folder giving details about 
nest revolving card 
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Water is vital 
in choosing a plant site— 


ple units can be engineered for larger re- 
quirements, or continuous operations. 

Sparkler has made rapid advancement 
in engineering and manufacturing of new 
filtration equipment for the chemical, 
Sugar, beer, water, pharmaceutical, and 
many other industrial fields. Some of the 
largest plating plants in the world use 
Sparkler filters exclusively. 

Engineering service and cost estimates 
available without obligation. A _ special 
consulting service is available to municipal 
committees who are engaged in attracting 
industrial development in a specific ter- 


Many desirable plant sites that qualified 
with ail other requirements have been re- 
jected because of a lack of adequate pure 
water supply. 

Now, low grade water sources such as 
lakes, wells, or rivers, can be purified to 
drinking quality in any volume required 
and at moderate cost with the Sparkler 
Model SCJ Diatomite Water Filtering 
System. This makes it possible to use good 
plant sites formerly rejected because of the 
water problem. 

All silica, sand, algae, silt, organic mat- 
ter etc. is completely removed with the 


Sparkler Diatomite filter and bacteria re- ritory. 
duced 80% to 100%. The first cost is 4 Write Mr. Dan Baldwin for personal 
that of a sand filter and occupies about Service. 


1/5 the floor area. = 
Single units are available up to 5,000,000 
gal. per day output of filtered water, multi- 


SPARKLER MANUFACTURING CO. 
240 LAKE ST., MUNDELEIN, ILL. 
Sparkler International Ltd. with 

Manufacturing plants in, Canada, Hol- 

land, ltaly, Australia. * Service repre- 

sentatives in principal cities throughout 
the world. 














For over 30 years filtration en- 
gineering and manufacturing 
has been our exclusive business, 





into it?), and over-all lighting. 
We've found they’re surprisingly 
good indicators of production qual- 
ity. What criteria do you use? We'd 
like to know. 


The things you don’t see 


Familiarity may not breed con- 
tempt, but it does make one over- 
look things that should be noted 
and corrected. It’s a rare plant 
manager who hasn’t discovered, 
with horror, that he’s been view- 
ing—but not really seeing—some 
example of bad practise for days, 
or even weeks. 

In one plant, for instance, a main 
aisle was blocked for a week by a 
pile of lumber someone had un- 
loaded and forgotten. Everybody 
noticed it, of course, and took a 
roundabout path; but nobody 
thought to do anything about it. 
Nobody really saw it—until a vis- 
itor from the outside commented 
on the strange pile of lumber, and 
focused the plant manager's atten- 
tion on it. Then action was taken— 
and fast. 

In another case, a young tempo- 
rary worker was assigned to place 
a delicate electrical control in each 
unit as the housing was completed. 





Green light for quality 


Keeping assembly-line workers inter- 
ested in their jobs and in their pro- 
ducts takes constant doing. Over the 
years, Motorola, Inc., has devised a 
variety of games, contests, and demon- 
strations to turn the trick. The latest 
idea, “Stop and Go for Quality,” 1s 
pictured here. Traffic lights are in- 
stalled at the end of each assembly line 
and set on the basis of the Quality Con- 
trol Department’s regular checks. The 
reject-free television assembly line gets 
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He did what he was told—but he 
did it by throwing the control into 
the housing. Again, it took an out- 
sider to notice it. 

This doesn’t mean, of course, that 
a steady stream of alert visitors is 


essential to proper plant operation. 
But it does suggest that the alert 
plant manager will set aside per- 
haps an hour a week for a real 
visit to his own plant—a tour in 
which he, like an outsider, looks at 
and questions every unusual situa- 
tion. 


Getting those mailings read 


It’s easy to send out reprints. But 
how can you get people to read 
them? Northern States Power Com- 
pany tried a new variation on an 
old theme with reprints of our Spe- 
cial Emphasis Feature on Safety 
Management. The company wanted 
its executives to read the story. But 
how to make sure? M. B. Monseen, 
Superintendent of Inspection and 
Safety, had an idea: Mail the re- 
prints to the executives—but not 
just from our office or his. He asked 
us to ship them to a special post 
ofice for stamping and mailing. 
The office? Accident, Maryland. 
(In case you're not familiar with it, 


a green light; those whose quality 1s 
not quite up to par get a caution light; 
and the red light means “Time to 
tighten up. This won't do.”” Competi- 
tion between workers on various lines 
is helping to keep those red and yellow 
lights turned off. As the zeros in the 
right hand column on the board in- 
dicate, this particular line has been 
doing very well, keeps its green light 
shining. It’s an idea many plants can 
adopt and use. 
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At $800 a week, the company’s top man is 
a real bargain. He works hard at the right 
things, gets a lot accomplished. 

At $80 a week, this plant electrician 
(Sam’s his name) is an extravagance — 
because he doesn’t have enough to do. 

Sam totes his tool box into a number 
of departments each day. Sometimes he 
finds work, sometimes he doesn’t. When 
the reports come in (two weeks later), 
there’s no sure way of telling whether he 
pulled his weight or not. He’s chalked up 
to “overhead” ... and a potential bit of 
profit gets lost in a catch-all figure. Year 
after year. 

How to get your money’s worth out of 
Sam ? With Keysort punched-card account- 


McBEE © 


ing. Keysort will give you a daily break- 
down of indirect labor (including main- 


tenance) by department. Knowing the 
facts on time, you can keep costs on target 
by spotting wasted man-hours, pinning 
down undue fluctuations. 

A McBee Keysort installation can give 
you comprehensive, accurate reports on 
every phase of factory operation, and 
give them to you fast. On your desk 
monthly, weekly, daily — depending on 
your needs. Whether yours is a payroll of 
thousands or a 100-man branch plant. At 
remarkably low cost. 

The nearby McBee man can show you 
how it’s done. /t will take him one hour, 
from start to finish. Phone him, or write us, 
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Punched-card accounting for any business 


Manufactured exclusively by The McBee Company, Athens, Ohio * 


Division of Royal McBee Corporation 


Offices in principal cities ¢ In Canada: The McBee Company, Ltd., 179 Bartley Drive, Toronto 16, Ontario 
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the way you buy a truck! 


SHIPPING CLERK 


- 


PACKAGING ENGINEER te 


PRESIDENT 


N TRUCKS, it’s the type of performance you need that de- 

cides your ultimate choice. In packaging too, the needs of 
your particular operation should decide the closure you use. 
Hudson has an improvement to give you more speed, more 
efficiency, more protection, and more economy too! Select 
the product you want to free test and let us send you 
a sample: 


FASTWELD for speed in two-strip* production line sealing— 
for overall center seam protection that beats stapling, stitch- 
ing or gluing. The fastest closure possible, and the biggest 
labor-saver. Reinforced in both directions with Fiberglas®, 
Fastweld comes to you with an extra heavy coat of Hudson’s 
exclusive adhesive—Supple-ized© for easier handling. 
*Authorized by amended U.F.C. Rule 41 

BLUE RIBBON for speed in complete closure. The quality 
tape with incredible speed of adhesion. Just one fast sweep 
of the hands and you get a tighter, more permanent seal 
against dust, smoke, moisture, vermin. The secret—Hudson’s 
exclusive adhesive, Supple-ized to give you instant full-depth 
moistening ... quicker, better sealing. 

ORANGE CORE for economical standard sealing. Every 
inch on every roll sticks with the same bulldog grip because 
Hudson controls all its ingredients. Hundreds of thousands 
of users depend on Orange Core’s consistently superior 
quality and have made it the world’s largest selling gummed 
sealing tape. 


Quality Products by 





PULP & PAPER CORP. 
477 Madison Ave., New York 22, N.Y. »” Blue Ribbon, or Orange Core! 
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On your 


. ® \etterhead—write 
7 Dept. D-9 and tell us 
¢ which product you want 


# to free-test ... Fastweld, 





it’s in the northwest corner of the 
state—practically into West Vir- 
ginia. ) 


How small should a 
miniature be? 


For many products, the answer 
to that question is: Just as small 
as possible. But it’s not always that 
way. Products can be too small— 
so small that even a child can’t use 
them. 

As a matter of fact, designing 
toys that are miniatures of full-sized 
products poses a lot of interesting 
problems. 

For instance, American Metal 
Specialties Corporation, which spe- 
cializes in toy cooking sets, shoe 
shine outfits, tool kits, and other 
items that contain miniatures of 
nationally known products points 
out that often the first considera- 
tion is: What sizes are available 
or can be made by the original pro- 
ducer? 

In exploring the possibilities for 
one toy cooking kit, for instance, 
AMSCO found that the manufac- 
turer had equipment that could be 
used for filling soup cans half the 
size of the regular containers. It was 
a lot less expensive to use these, and 
design pots and pans to fit them, 
than to dream up a special size. 

Revere Copper and Brass took a 
similar route in preparing its minia- 
ture Revere Ware line. The large 
saucepan holds two small cans of 
baby food; the coffee pot, one cup 
of chocolate; the skillet, one egg. 

In designing a tool kit, though, 
AMSCO engineers used a different 





criterion: they wanted to make 
wrenches of a size that would fit 
something a _ child used. So 
AMSCO’s toy wrenches fit the nuts 
and bolts on a take-apart truck. 

But that’s only part of the story. 
The toy designer must consider 
such questions as parcel post re- 
strictions on package dimensions 
and weight. And, as F. W. Doepke 
of Charles William Doepke Mfg. 
Co. points out, parents are also 
grateful if the designer remembers 
the limitations on closet space and 
dresser drawers. (Doepke holds its 
toy tractors, bulldozers, and similar 
units to a maximum length of 32 
inches. ) 

Incidentally, if you’re planning a 
miniature of your own product—as 
a sales promotion item, a toy, or an 
aid to travelers—you'll find an in- 
creasing number of parts manufac- 
turers now stock miniature items; 
and, of course, toy manufacturers 
like these can offer a good deal of 


help. 


Helping your best salesmen 


Your employees can do a lot to 
boost your company among friends 
and neighbors—if you lend them 
a helping hand. 

Commonwealth Edison of Chi- 
cago is doing just that with a little 
wallet-sized card that gives the basic 
facts on company sales (more than 
$300 million), number of custom- 
ers served (nearly two million), 
plans for future growth ($420 mil- 
lion earmarked for construction in 
the next four years). It also notes 
the broad ownership of the com- 





THE UNFABRICATED TRUTH: I7’s everybody’s problem 
































COURTESY 
“WESTWARD 
KAISER STEEL 
COMPANY 


“Can you whip up a new miracle drug for 
this new container we're distributing?’ 
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Appetites are best satisfied when well-balanced 
foods are combined with colorful service 























It is axiomatic that food which pleases the eye is most sure to please the appetite. The staff of Prophet- 
trained dietitians, who plan and prepare menus and food selections for the more than 140 industrial 
and school installations served by this coast-to-coast organization, are skilled in the balancing of food 
quality and variety with the colorful combinations that make eating more pleasurable as well as 
nutritious. 


Factory workers, office workers and students have in common the desire for good food. The attractive 
service and preparation of it not only creates satisfaction but insures more efficient work and study,and 
vastly increases morale. In addition, The Prophet Co. offers you the efficiency and economy that has 
established its reputation for organized food services. For more than 35 years Prophet has been suc- 
cessfully meeting the needs of its clients, with services ranging from cafeterias to lunch wagons, from 
private dining rooms to vending machines. If food service is a problem to you, why not write, wire or 


phone? We'll gladly tell you more. 
The Prophet Co. 


705 Fisher Building Detroit 2, Michigan 


INDUSTRIAL - INSTITUTIONAL - RETAIL 
"coronene Food Management and Consultant Service 
We invite you to fill out the coupon requesting 


a copy of our fully descriptive and illustrated bro- 
my entitied “How many of YOUR people eat?” 


The Prophet Co. 
705 Fisher Bldg., Detroit 2, Mich. 
Kindly send us your brochure “How many of YOUR people eat? 
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PROPHET SERVES THE U. S. FROM COAST-TO-COAST 


The above logotypes indicate only a few of the firms and institutions The Prophet 
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meenah asks: 





who notices if you are 
using a fine rag bond for 
your business letters? 





just those who receive your letters... 
that’s who! 


and since their feelings are important, why not increase the prestige of your 
letterheads by using a fine rag bond by Neenah ? 










Want a letterhead that will be preferred by 
your customers? Then ask your printer for a 
free copy of the ““Neenah Guide to Preferred 
Letterheads.”’ It is based on a four-year survey 
that determined what businessmen preferred 
in letterheads 


leena PAPERS 
S\CE \B73 


NEENAH PAPER COMPANY ~- Neenah, Wisconsin 
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pany (over 132,000 stockholders), 
and points up the fact that it is the 
largest taxpayer in Illinois (over 
$36 million in state and local taxes 
last year). 

Initial distribution of the cards 
was by insertion in an issue of the 
company's employee magazine. 


How many can you name? 


The game of atomic leapfrog now 
being played by the University of 
California’s Radiation Laboratory, 
Argonne National Laboratory, and 
other nuclear research centers is 
making the periodic table of basic 
elements expand like the well- 
known atomic mushroom. At last 
count, there were 101, with each 
new one making it possible to cre- 
ate another. Element 101, for in- 
stance, was created by bombarding 
number 99 with cyclotron-produced 
alpha particles. 

All of the elements produced so 
tar appear to fall in the actinide 
series Which includes thorium and 
uranium. It’s expected, though, that 
this series will end with 103, and 
104 should be quite similar chemi- 
cally to zirconium and hafnium. 

Just to check your memory, the 
transuranium elements produced so 
tar are: neptunium (93), plutonium 
(94), americium (95), curium (96), 
berkelium (97), californium (98), 
mendelevium (101). Elements 99 
and 100 are still unnamed, though 
99 is sometimes referred to as “eka- 
holmium” because it resembles the 
element holium (number 67). The 
names einsteinium and fermium 
have also been suggested for 99 and 
100; but, at this writing, they have 


not yet been accepted. 


Your guide to the future 


If the vocabulary of the electronic 
age is beginning to get you down; 
if you’re wondering what automa- 
tion means in terms of actual proc- 
ess control, get a copy of M. W. 
Kellogg Company's latest Kel- 
loggram. In clear language, with 
simple, easy-to-understand dia- 
grams, it explains the various types 
of instrumentation obtainable for 
automatic process control, _ tells 
where to use gamma ray instru- 
ments, load cells, ultrasonic genera- 
tors, Bourdon tubes, and other new 


sensing, controlling, and recording 
devices. Address: Advertising De- 
partment, M. W. Kellogg Com 
pany, 225 Broadway, New York 7, 


N.Y. 
Keep it clean 


Plant managers spend hours wor- 
rying about how to insure good 
plant housekeeping without provid- 
ing one janitor for each production 
worker. Yet a few cents’ worth of 
paint can often do wonders. 

Do corners—particularly in halls 
and stairways—tend to collect cig 
arette butts and candy wrappers? 
Paint them white, with the paint 
extending in a triangle about a foot 
above the floor on each wall, and 
see how much cleaner they stay. 

Do production areas get dirty and 
messy no matter how often they’re 
swept, and no matter how many 
trash cans are provided? Dress up 
machines with a new green-and- 
buff or gray-on-gray coat, and the 
operators will be proud to keep 
them good looking. And put a 
bright new coat on trash cans. 
They'll begin to serve, and not just 
stand and wait. 


How’s your reputation? 


It’s not easy to brighten a tar- 
nished reputation, Or even to pro- 
tect a good one. But the vinyl film 
industry is making a valiant effort 
to do just that—to safeguard the 
use of plasticfilm—and it seems to 
be succeeding. 

Under the guidance of the Soci- 
ety of the Plastics Industry and the 
Department of Commerce, stand- 
ards of quality were formulated, 
providing for control of film thick 
ness, flammability, tear resistance, 
shrinkage at elevated temperatures, 
color retention, and so on. 


Then, they designed a Seal of 


Quality, and went out to sell film 
fabricators on compliance. 

Have they succeeded? 

It’s too early for a final answer. 
The program is little more than a 
year old. But, already close to 100 
fabricators are complying with the 
standard. Their products range 
from baby bibs to stationery items. 

That’s an impressive beginning— 
and one well worth applauding, 
and, perhaps, emulating. 


THE END 
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Hash Facsimile Copies — la Minules 


— INTRA-OFFICE... OR INTER-OFFICE 





Now ... with pushbutton ease . . . you can flash And there’s no need to tie up money to get these 
facsimiles of anything on paper to your branches, benefits, because Intrafax is leased, not sold. Monthly 
departments, plants and warehouses — anywhere rates are low, and include complete maintenance. No 


in your organization. other communications method combines the speed, 





Intrafax— Western Union’s latest facsimile marvel accuracy and simplicity of Intrafax. Py 

—transmits typed, written, printed or pictorial mat- Get the facts on Intrafax today. Send Pz =~ 

PRESS STARTING BUTTON ter with equal ease... orders, letters, memos, dia- the wire below for a new booklet sug- : pe / 
grams, signatures, ad layouts, tickets, financial and gesting many ways that Intrafax can / »,/ 






Transmission starts immediately ; : : 
save time and money in your business. 























to one or more points. credit information, even photos. 
Intrafax will reproduce a standard-size letter in ee ae = 
less than three minutes. It will transmit material | WIRE COLLECT ! WESTERN UNION &@ 
neve. before susceptible to telegraphic or telephonic | FOR YOUR Se! Pia 
handling. {= semeoememacestes wes 2 
Intrafax is super-easy to use. Operation starts with CON fsecend? bate ata Raf ee ante 60 COLLECT 
the push of a button and the machine automatically 60 HUDSON STREET, NEW YORK, N. Y. 
reproduces, at the receiving point, a “‘picture”’ of J we Please send, without obligation, new booklet show- 
Zoe everything transmitted. to your men 2 Intrafax can be profitably used in our 
reel The new Intrafax is versatile, geared to your needs. secretary Me Gti ch ce. cheer eben, 
“DELIVERED DRY IN LESS THAN -_ It can be set up in any combination of connections, Wah Aisi Paks, venice indiciceks ciate Gb 
THREE MINUTES! Without special between any number of points, in one building or 
processing of any kind. Ready between Glebéii points. Se. Siu be checks ws cites de danudindseal 
for immediate and permanent use. ogy TS Fe RR pet I ae ae eS, 
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Thé boldness and initiative 


of America’s leading automobile manufacturers “., 4 


pay off with lower-production costs 


Here is a scene being repeated tm leading automobile 
plants .. . the installation of big Danly Underdrives ., . 
part of a continuous production line imthe new and 
remarkable automatic system of materials»handling. 


MORE CARS, MADE AT LOWER COST, FOR 
BIGGER MARKETS...thanks to the perfected 
efficiency of modern methods and machines 








Danly Presses play a vital role in the capital 
goods investment plans of U. S. auto makers 


Big things are happening in the auto industry... the 
biggest expansion program in its history. And the in- 
dustry’s enterprising leaders are providing a dynamic 
new look to plant tooling with high-speed, automatic 
machines that offer new cost-cutting advantages and 
greater production. A major part of this new look is 
modern presses. And a larger-than-ever share of the 
auto industry’s capital goods investment has been de- 
voted to Danly Presses. 


Danly dependability — press after press in operation 
month after month with only routine preventive muin- 
tenance and no down time losses—is one of the big 
reasons for its growing acceptance. Consistently doubled 
stamping output per shift at reduced production costs 
.,,. the result of faster stroking and continuous opera- 
tion... is another reason. What makes Danly Presses 
so dependable? For one thing, Danly’s extra-rugged 
design and construction gives the reserve strength 
necessary to meet the demands of continuous peak-load 
operation. Automatic oil lubrication saves hundreds of 
hours of press maintenance. Every Danly Press is 
assembled and pre-tested before shipment, delivered 
ready for erection and immediate production—an un- 
precedented accomplishment. Integral control systems 
make installation a simple “plug-in” job. Such Danly 
dependability results in uninterrupted output at lower 
cost, longer die life, little or no spare part inventory. 


These advantages are providing the cost savings every 
industry needs to meet stiffening competition. They are 
eliminating much of the drudgery of factory work and 
are providing more highly-skilled jobs. And they put 
more products within reach of more people. Danly 
Presses can do the same for you. Whether you are ex- 
panding or replacing facilities, it will pay you to talk 
to a Danly engineer soon. 


DANLY MACHINE SPECIALTIES, INC. 


2100 South Laramie Avenue, Chicago 50, Illinois 


Danly¢ broad line offers all industry the right prese to meet every modern mase production need 
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DANLY UNDERDRIVE PRESSES DANLY AUTOFEED PRESSES DANLY STRAIGHT SIDE PRESSES 
Single, double and triple action in a Industry's No. 1 choice for high speed Single and double action, from 50 to 
wide range of press tonnages. production with progressive dies 3000 tons... right for every tough job. 


/t costs /ess to run a Danly Press 


® 


MECHANICAL PRESSES 
DIE SETS + DIEMAKERS' SUPPLIES 


























HOW TO 


The right answers to most questions con- 
cerning profitable management can be found 
only within company walls, But very often, 


7 another’s experience may provide helpful 
LL guidance. How, when, where, and to what 


purpose co mpantes can co-ordinate diverse 
elements for efficiency is discussed here. 


DIVERSIFY ann CENTRALIZE 


W rH THE GROWING trend 
towards diversification in American industry to- 
day, a question in the minds of a great many 
business executives is why to diversify and how 
to diversity. We have always followed a_pro- 
gram of diversification; but it is only within the 
last few years that we have realized that in our 
particular circumstance, diversification must go 
nand-in-hand with centralization if it is to be 
successful. This may seem incongruous. We do 
not take an intransigent stand on the question 
of centralization versus decentralization. Both 
nave their proper place in various phases of a 
growing business. However, | think it will be 
clear by relating the experiences of our corpora- 
tion that some industries can be centralized and 
yet remain diversified and achieve results which 
have never previously been achieved. 

The corporation was established in 1929, at 
which time it operated under the name, General 
Printing Ink Company. It then consisted of six 
printing ink companies, each continuing to oper- 
ate under their individual firm names as divi- 
sions of the parent company. By 1945, when the 
corporate name, Sun Chemical Corporation, was 


SAILLED HAND» AT WORK 
THE PATTERNMAKER 


RALPH C. PERSONS 


President, Sun Chemical Corp. 


adopted, the corporation had grown to a total 
of 26 divisions and wholly-owned subsidiaries 
consisting not only of printing ink companies, 
but other coating companies as well. 


But along with this growth came many prob-. 


lems. At the time I| assumed the presidency of 
the corporation, it was a vast assortment of divi- 
sions and subsidiaries which operated practically 
as separate entities and seemed merged in name 
only. There were, in addition to the 26 divi- 
sions, 29 manufacturing plants, 30 warehouses 
and 60 sales offices, so widespread and complex 
that lack of unity was inevitable. This naturally 
resulted in heavy utilization of facilities for but 
one product and unavoidable duplication of ef- 
fort in some fields, particularly sales and research. 

Because of the diversity and variety of the 
products manufactured by the corporation, our 
scope of operations broadened during the post- 
war period. This, in turn, caused sales to expand 
greatly. However, earnings growth tended to be 
more restricted as severe competition began to 
be experienced in some lines which the corpo- 
ration had introduced. With the leveling off of 
sales and the continued rise in costs, profit mar- 


gins dropped from 12 cents on every sales dollar 
(from 1951 to 1953) to 7 cents. 

In addition to the foregoing, we lacked recog- 
nition as a corporate structure. A general lack of 
information existed on both the part of public 
and employees as to what actually comprised the 
corporation. There was the common misunder- 
standing that Sun was a subsidiary of a larger 
company and even many persons employed by 
the corporation did not recognize the divisions 
which made up the corporation or the companies 
which made up the divisions. 

After studying these problems carefully, | con- 
cluded that progress could be accomplished only 
by incorporating a program of centralization 
with our established program of diversification. 
With the aid of the corporate management com- 
mittee, which is composed of the group chair: 
men who head each division, such a program 
was undertaken. 

It was readily apparent that the existing organ- 
ization should first be perfected and the down 
trend in profit margins halted before any further 
expansion was considered. With 26 divisions 
turning out a profusion of products trom 29 
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plants, Sun was a hodgepodge of wasteful oper- 
ation and the organizational structure was first 
on the agenda for improvement. ‘The most im- 
portant step in this direction was consolidation 
of products and selling organizations into three 
groups, each covering a more or less specific 
category—paints, inks, and textile chemicals. 
Once this had been accomplished, the way was 
clear to consolidate sales personnel and manage- 
ment in the company’s divisions and subsidiaries. 
We then integrated our research facilities and 
attempted to eliminate overlapping of research 
and development projects. A concerted effort on 
inefhiciencies in production and distribution was 
initiated as well as a program to consolidate our 
management and operational functions. Detailed 
attention was given to the establishment of a 
unified advertising, marketing, and merchandis- 
ing program and we incorporated an extensive 
employee education and training program. 


Budget Co-ordination 


The inception of a new, unified budgeting 
procedure was the next step we took in our cen- 
tralization program. This budgeting system in- 
volves forecasts of individual requirements by 
managers and group chairmen. It enables the 
purchasing department to buy more effectively 
and makes it possible for the accounting depart- 
ment to determine what per cent of gross sales 
is attributable to technical help, advertising, 
clerical help, and other phases of our business. 
Generally, in business, managers are cautioned 
to watch the profit on sales. Our managers are 
advised to watch their investment and the return 
they receive on their investment. Any good sales- 
man can raise volume, but only a talented man- 
ager can keep costs proportionate. 

Finally, we determined to continue an inten- 
sive product diversification program incorpo- 
rating the new centralization program. And we 
created a new definition for the word, expansion, 
in the corporation. Whereas in the past it meant 
only acquisition, at present it also means striving 
for consistent increases in sales while reducing 
costs. 

When’ one thinks in terms of the various 
phases of any industrial operation, the first area 
which invariably comes to mind is sales. This 
was our course of thought and we immediately 
appointed a sales director to co-ordinate and 
guide the activities of all our sales divisions. In 
our pasi experience, it was not uncommon for 
one customer to be solicited by two or more 
salesmen, each from a different division. Under 
our new policy, one salesman sells all products 
to a single account, thus eliminating duplication 
of sales effort. Distributorships have been ini- 
tiated with the aim of converting more target 
accounts into major customers. New marketing 
plans have been initiated and studies are being 
continuously pursued to increase our sales poten- 
tial and develop additional territories. To stimu- 
late more aggressive selling, several incentive 
programs for experienced salesmen have been 
introduced and they have had a considerable 
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and enlivening effect on sales personnel morale. 

Industry is rapidly awakening to the increas- 
ingly important role research plays to-day in the 
competitive market. It is only through a never- 
ending effort to supply the purchaser with the 
best possible product at the lowest possible price 
that the leading firms maintain their highly 
envied standing. A research department must 
then operate with a maximum of efficiency if it 
is to reach its peak performance. At the time 
I became president of the corporation, we had 
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Alert eyes and nimble brains that can spot trouble 
and correct it are necessities for engineers and the 
chief executive of a company must have the same 
abilities. He must know what is happening and why— 
what must be done about it and when. Regardless of 
what the basic management policy may be, it is his 
responsibility to see that the business continues to 
be efficient and that it progresses. 


eight chief chemists, each in charge of a divi- 
sional laboratory. There was considerable dupli- 
cation of effort. In fact, it was found that three 
of our labs were working on the same technical 


problem while a fourth had already found the 


answer! A new technical director was appointed 
to co-ordinate research for all groups. All proj- 
ects are now channeled through the technical 
director who sees to it that the men most experi- 
enced in a particular field work on the projects 
in which they have the best chance of achieving 
the quickest and most satisfactory results and 
maintaining quality. 

We are also continuing to increase our efh- 
ciency by an effort to make all divisions more 
profit-minded through consolidation. As an ex- 
ample, the combined resources of the ten print- 
ing ink companies which are a part of Sun 
Chemical Corporation have been consolidated 
under the name, General Printing Ink Company 
—the former corporate name. This division and 
its twenty branches now afford us nation-wide 
representation in the East, New England, Mid- 
west, Southwest and Pacific Coast areas, as well 
as Canada and Mexico. This move has lent itself 
to an improved operation and a more effective 
customer service which, in turn, have increased 
profits, 

With this same goal in mind, our Long Island 
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City printing ink manufacturing facilities were 
relocated in our East Rutherford plant. In a like 
manner, our Cambridge, Mass., plant was com- 
bined with our Norwood, Mass., plant. The com- 
bination of these productive energies has already 
fostered many salutary effects. Production efh- 
ciency has been increased because of closer prox- 
imity to raw material sources; more up-to-date 
machinery and_equipment are now equally ac- 
cessible to all plants. Changes like these will help 
improve the quantity and quality of products. 
The competitive position will, therefore, be con- 
siderably enhanced and there will be move in- 
centive among the employees to maintain and 
further the position. 


Continuous Checking 

Other savings in the processing’ of basic mate- 
rials used in the manufacture of many lines 
have also been realized through improved pro- 
duction scheduling by the manufacturing units 
of the corporation. A constant review of manu- 
facturing operations by our staff of process engi- 
neers has improved production methods for uni- 
formity and efficiency. 

From a careful analysis of inventory require- 
ments, a new corporate-wide purchasing pro- 
gram has been developed. A policy of central 
purchasing for all units has resulted in the cor- 
poration receiving the best possible price avail- 
able on purchases made on a quantity basis for 
all divisions. This has resulted in lower inven- 
tories for all departments. In fact, year-end in- 
ventory for 1954 was lower than it has been since 
the pre-Korean war year of 1949. 

Faster, lower-cost deliveries of finished prod- 
ucts has been achieved by integration of truck 
movements. In past years, each division had its 
individual trucks for deliveries. To-day trucks of 
the same design and color scheme, with the 
trademark clearly identifying them, deliver the 
products of all divisions. 

Warehousing, too, has been centralized, elim- 
inating wasteful multiple deliveries of small ship- 
ments to the same customer. 

To meet the sales challenge created by the 
diversity of products produced by our 26 divi- 
sions, a new corporate advertising program has 
been effected and our advertising, marketing, 
and public relations activities have been co- 
ordinated. We formerly had eight advertising 
agencies handling the various divisions of the 
corporation and in every case we were too small 
to get satisfactory results. Within the past few 
years, all promotional activities have been cen- 
tralized with the establishment of a single 
agency-client arrangement. Now, with one 
budget and working with one agency instead of 
several, we have found that it is possible, in 
many instances, to run one ad where we previ- 
ously ran several. 

In a series of moves to increase our corpo- 
rate identity as the parent firm of its divisions 
and subsidiaries, we completely overhauled all 
of the advertising and promotional literature 

Continued on page 116 


Be. Vo ee and 





7S: 


PUTTING 


Bouse men who have taken 
a second look at the importance of letters and 
reports recognize that writing—like production, 
marketing, or finance—needs to be managed. 
Wordy, stilted, and obscure writing is too costly 
to be tolerated. Good writing cannot be taken 
for granted. Clear, simple and persuasive Eng- 
lish, as historian Jacques Barzun has pointed 
out, “is no one’s mother tongue; it has to be 
worked for.” 

And it is worth working for, judging from 
the experience of a growing number of insur- 
ance companies, manufacturing firms, depart- 
ment stores, and many other types of enter- 
prises. By introducing programs to improve em- 
ployees’ writing, they have been able to reduce 
costs, to speed up the flow of letters and reports, 
and to improve the quality of written communi- 
cations within the firm and between the firm 
and its customers. 

The techniques of the consultants and com- 
pany writing counselors are not new. They have 
been suggested by textbook writers, consultants, 
and a few pioneering executives for 50 years. 
The novelty is that they have been adopted by 
so many firms and are within the reach of others 
that have not yet seriously attempted to put 
words to work more efficiently. 

What are companies doing to encourage bet- 


ter writing, and what are the opportunities open 
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C wear, CONCISE WRITING HAS 


BECOME A MAJOR GOAL. FOR BUSINESS, 
BUT THERE ARE STILL COMPANIES AND 
EMPLOYEES WHO STICK WITH THE OLD 
STYLES AND STOCK PHRASES. A LETTER 
OR A REPORT IS A PERSONAL MEETING 
WITH ANOTHER PERSON AND AS SUCH 
SHOULD CONTAIN NOTHING THAT IS NOT 
CLEAR AND UNDERSTANDABLE. HERE IS 
A REPORT ON WHAT STEPS CAN BE TAKEN 


TO TEACH GOOD WRITING, THUS IMPROV- 


ING RELATIONS. 








to firms that are still inadvertently | 
their own communications ? 

For years the language of business was be- 
deviled by a Gresham’s law of its own: bad 
writing drove out the good. A “business-ese” was 
coined and perpetuated that made it easier for 
employees to write without thinking, to write 
without saying anything and to blunder ahead 
oblivious to the impact of what they wrote. 

To replace this Jerry-built lingo with a pre- 
cise, well-organized and more natural style is 
the major objective of any company writing 
program. But it is not the first step. Typically 
it is preceded by an analysis of company writing 
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—memos, reports, and carbon copies of a cross 
section of correspondence—and conferences on 
problems and objectives with top management 
and department heads. 

Why? 

First, the consultant or company writing coun- 
selor wants to identify employees who are not 
qualified to write letters or reports or who need 
special help. Many people in business simply 
fitted for 
The 


shouldn’t be writing; others may be 


the job only if given personal coaching. 
root of writing problems in some companies is 
the haphazard selection of writers. Too often 
anyone who is available gets the job because 
of the mistaken belief that anyone can write. 

A second purpose of the survey is to deter- 
mine the typical writing problem so that work 
shop sessions, manuals, and so on can be tailored 
to company and employee needs. 

Third, the training director wants to identify 
recurring situations that may be handled more 
quickly and economically by form letters or 
guide letters. Form letters may be used to dis 
patch routine matters that do not require per 
sonal attention. Guide letters—or professionally 
written model letters that give the appearance 
of personally dictated replies—may save time 
and minimize mistakes. 

A study prepared for the Hoover Task Force 
on paperwork indicates how much may be saved 
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by the use of guide letters and form letters, The 
following cost figures, which corroborate the 
findings of many companies and consultants, are 
based on 175-word ietters: 

Letters dictated'to a stenographer 

70 cents to $2.45 each 

Letters dictated to a machine 
60 cents to $2.25 each 
20 to 30 cents each 

8 to 15 cents each 


Guide letters 

Form letters 

A fourth purpose of the survey is to examine 
certain company policies. Are they clear and 
consistent? Are they understood by those who 
must interpret them or act on them in their 
writing? Consultants contend that manage- 
ment’s claim that it knows what it wants 1s 
often belied by an analysis of written work 
or by interviews with employees. For example, 
one mail order firm called in a consultant to 
straighten out the excessive number of complaint 
letters that led to costly back and forth corre- 
spondence. The company had a stated money- 
back guarantee policy, but many company cor- 
respondents were under the impression that 
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they were supposed to dissuade unsatisfied cus- 
tomers from returning unwanted merchandise. 


A Clear Policy 


Confronting management with the results of his 
investigation, the consultant asked: “Is the 
money-back guarantee unconditional or isn’t it?” 
When he got hedging answers he pointed out 
bluntly that if the company wanted to cut down 
its complaints and improve its public relations 
it had to clarify its policy and stand by it. Man- 
agement’s decision to take back merchandise 
without questioning virtually eliminated the 
complaints. 

In some companies the survey is broadened 
to include a review of writing systems or pro- 
cedures. The consultant or company writing 
counselor may urge replacement of equipment. 
He may suggest the use of window envelopes 
for general correspondence in order to reduce 
duplicate typing. He may recommend stream- 
lining the format of letters—eliminating inden- 
tions and standardizing side margins—in order 
to save secretarial time. (The publicized. Simpli- 
fied Letter, devised by the National Office Man- 
agement Association, goes a step farther and 
eliminates the salutations and the complimen- 
tary close.) He may also propose ways to stand- 
ardize memos and reports. 

He may investigate obstacles to the flow of 
reports and letters and discover that incoming 
letters aren't answered fast enough. If customers 
or suppliers do not actually complain, it’s at 
least a reasonable assumption that they resent 
the failure to receive prompt answers to their 
queries. Hence there is an increasing interest in 
time control systems that require departments to 
report each month the number of letters that 
were answered in one day, two days, three days, 
and so on. Time control reports not only pro- 
vide a useful measure of productive efficiency, 
they may also disclose where the bottlenecks are 
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that constrict the smooth, steady flow of letters. 

By installing a time control system, one firm 
was able to get 98 per cent of its incoming mail 
answered within three days. Another firm set a 
higher goal—to answer each letter the day it 
arrives. When it is unable to do so it sends out 
an acknowledgment form letter telling the pol- 
icvholder that his letter is receiving the attention 
of the company. 

Time control systems, equipment checks, revi- 
sion of secretarial methods, and preparation of 
training material—these are some of the steps 
that are useful preliminaries to the actual train- 
ing of employees in better writing. 


Learned—Not Taught 


It is with an explanation of the importance of 
writing—to the individual and to the company 
—that a well-planned program begins. Writing 
is learned rather than taught. It improves more 
with practise than with instruction. An em- 
ployee must want to write better if he is to ben- 
eft significantly from a training program. With- 
out undervaluing the rdle of the consultant or 
teacher, it should be understood that in reality 
the employee must teach himself. The job of the 
instructor is primarily to motivate employees, to 
encourage them, and to give them the right 
goals to aim at. 

There are compelling reasons for learning to 
write better. To the employee seeking advance- 
ment, skill in language is a key requirement for 
success. In a leaflet entitled, Why Study English, 
the General Electric Company pointed out that 
“No piece of company business can begin, pro- 
gress and achieve its purpose without the use of 
words. ... Every day in your future you will be 
called upon to speak and write, and when you 
open your mouth or write a letter or report, you 
will be advertising your progress and your po- 
tential worth.” 

Anyone who can write clearly and _ persua- 
sively possesses a skill that will be useful to him 
whatever job he holds or moves to. Writing is 
as essential to the accountant as to the salesman, 
to the secretary as to the supervisor. The subject 
matter, the length or style of the communica- 
tion may change, but the principles of good 
English and good human relations do not. 

Moreover, employees can be shown that if they 
are skilled at writing, they are more likely to 
enjoy it. It seems strange that people who are 
fastidious about their dress or proud of a par 4 
on the 18th hole take so little pride in their 
ability to express themselves clearly, concisely 
and imaginatively in writing. There is satisfac- 
tion in any job well done, and employees should 
be helped to appreciate the satisfaction that 
comes from skill in self-expression. 

The company also sets forth its reasons for 
introducing the program: the opportunities for 
cutting costs, the need for speeding up commu- 
nications and clarifying them, the importance of 
public relations. For example, the importance 
of public relations is highlighted in the foreword 
to the Effective Letters portfolio that is issued 
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by the New York Life Insurance Company: 

“Anyone who writes a letter for New York 
Life holds a key position within the organiza- 
tion of the company, for he helps to determine, 
directly, by the kind of letters he writes, the 
nature of public feeling toward the company, 
and toward the life insurance business as a 
whole.” 

In short, the arguments needed to persuade 
employees that writing is important are readily 
apparent. What is needed to launch an effective 
training program is the ingenuity and effort— 
the salesmanship—to put them across. 

A major objective of the writing program is 
to help employees get rid of-bad habits. The 
recurring advice is: Eliminate cliches and jargon. 
Don't use more words than you need to convey 
your thought. Don’t use big words and technical 
terms when everyday words will do. Don’t an- 
tagonize your reader. 

The cliches of business letter writing are time- 
worn, stock phrases that either have little mean- 
ing to-day or are roundabout ways of saying 
simple things that ought to be said more di- 
rectly. To a reader they are the tip-off that the 
writer is either dull, in a hurry, or hopelessly 
behind the times. The catalogue of “business- 
ese” includes kindly advise, trusting to receive 
same, thanking you in advance, beg to call your 
attention—a comprehensive list would fill a page. 
Since these tell-tale phrases are easy to identify, 
they are easy to eradicate. 


Simplify and Clarify 


More troublesome are the less obvious super- 
fluous expressions that clutter business writing 
and rob it of its vigor. These words and phrases 
can, and should be scrapped. Last year The 
Pacific Telephone and Telegraph Company 
gave an example of what can be achieved by 
intelligent editing and rewriting. Reporting on 
its experience with a writing program set-up by 
consultant Pauline Putnam, Pacific Telephone 
and Telegraph gave “before and after” samples 
of a company instruction sheet. The original was 
465 words long. The revision, written by an 
employee who had taken the training courses, 
covered the essentials in 197 words. The revision 
was not only shorter, it was also far easier to 
read and understand. 

What should be scrapped? The cliches, of 
course, and also the doublets: first and foremost, 
full and complete, appreciative and grateful. Re- 
dundant phrases like the situation as it actually 
exists can be effectively shortened to the single 
word, actually. Judicious pruning can cut back 
the phrase in the month of July to read in July. 

The fear of active verbs also adds to the 
clutter. Judging from typical letters and reports, 
business men who say “Hogan shot a 67” would 
write “a 67 was shot by Hogan”—if he were 
required to make the same statement in a report. 
Writing counselors, of course, do not ban the 
use of the passive voice; they merely warn 
against excessive use of it, since the passive is 
frequently longer and less effective. Business 
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writers also weaken the impact of reports and 
letters by excessive use of the linking verb and 
noun. Instead of writing compete, they write are 
in competition with; instead of show, they write 
are an indication of. 

Redundance and superfluous words waste the 
writer's time and the reader’s time and add 
nothing to communication. They increase costs 
but not value. 

In their effort to simplify and clarify business 
writing, consultants question the unnecessary 
use of big words and technical terms in ordi- 
nary correspondence. They deplore pompous 
expressions that are so often used in a misguided 
effort to appear scientific or scholarly, 


ticularly in letter improvement programs. It is 
summed up by the favorite admonition of con- 
sultants and counselors: “Adopt a YOU atti- 
tude.” The point was put somewhat more ex- 
plicitly for report writers many years ago in the 
Tuck School manual on research: “In your in- 
vestigation, think of the subject. In your presen- 
tation, think of the reader.” 

It is in their discussion of the “you attitude” 
that writing counselors digress into a broader 
examination of human relations. For the “you 
attitude” is essentially the application of a 
knowledge of human relations and public rela- 
tions to the task of writing. The “human touch” 





insofar as it helps a writer bring order out of 
the chaos of words in his mind. When devotion 
to usage forces him to sacrifice clear and force- 
ful expression to achieve correctness, it becomes 
a barrier to communication. Furthermore per- 
fect English is probably unattainable. The Eng- 
lish language trips up its most professional prac- 
titioners. One expert who was deploring a cer- 
tain violation of usage was himself caught in an 
B. White, the New 
magazine's perceptive and witty essayist. Where- 
upon Mr. White commented: “English usage is 
sometimes more than mere taste, judgment, and 
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education—sometimes it’s sheer luck, like get- 
ting across the street.” Luck can’t be 
taught in a writing program. 





such as the following: “We must con- 
sider the future ramifications in addi- 
tion to the inherent factors in existence 
at the time of the decision.” Robert 
Gunning, consultant and author, has 
summed up the advice succinctly: 
“Write to express, not to impress.” 

The list of don’ts includes warnings 
against ultimatums, preaching, hidden 
accusations such as you forgot or I told 
you clearly in my last report, and the 
curt no when a customer deserves a 
courteous, straightforward explana- 
tion. 

But getting rid of bad habits is only 
a preparation for developing good 
ones. 

“Writing is essentially thinking,” 
wrote Stephen Leacock, “or at least 
involves thinking as its first requisite.” 
What does the reader want to know? 
What do you, as a writer, want to tell 
him? What do you want him to do? 
How do you want him to feel? What 
is the purpose of the message, the alter- 








“Get up and start making a living.” 


With a few short words a cartoonist can bring a smile, some- 
times an outright laugh to the face of a reader. 
business writing is serious and seldom permits pictures to help. 
Nevertheless, brief, to-the-point writing using words in every- 
day usage is still the best wav to get a message across. 


Sut, we sav, 


The list of things that the typical 
company writing program covers also 
includes: word choice, particularly the 
superiority of concrete words over ab- 
stract words and simple words over 
the complex; effective ways to begin 
and end letters; organization of long 
reports, including the usefulness of 
subheadings, charts, tables, and short 
introductory statements of conclusions 
and recommendations. Programs even 
include detailed instruction on-how to 
get along with stenographers: “Look 
at your secretary when you dictate... . 
don’t expect your words to ricochet off 
the window pane in her direction. . . . 
Give specific instructions before you 
dictate. . . . Dictate in phrases and 
clauses” and so on. The analysis of 
company writing and the statement of 
objectives determine the amount of 
time that is devoted to these various 
problems. 





How are the do’s and don’ts taught? 





native ways of organizing and express- 
ing it? These questions are worth 
thinking about before putting words on paper. 

Actually the gobbledygook that writing coun- 
selors decry—the wordiness, pompousness and 
disregard of the “reader over your shoulder”— 
are merely symptoms. Often the cause of bad 
writing is the failure to think. 

Ideally, of course, instruction in writing 
should include discipline in how to think 
straight, but the refinements of logic, essential 
as they are, typically are beyond the scope of the 
company training program. The writing con- 
sultant sets more modest goals. He tells employ- 
ees what to think about rather than how to 
think. 

Even elementary advice is useful because 
many simple ideas are ignored. For example, 
many employees profit from these two simple 
suggestions for planning their replies to incom- 
ing mail: 

4 i. Underline the sentences and questions that 
‘ need to be answered. 

2. Jot down a few notes before dictating. 

Advice on how to think about people is usu- 
ally more detailed and more emphasized, par- 
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is often as important as the content of the mes- 
sage itself. 

Employees are urged to write shorter sen- 
tences. And for a good reason. Short sentences 
are easier to understand and easier to write. A 
professional craftsman may write long sentences 
that are perfectly clear, but not the average 
writer in business. He is more likely to get hope- 
lessly entangled in phrases and clauses. As a 
result the reader has to spend his time trans- 
lating the difficult messsage when he should be 
evaluating it. 

Correctness for its own sake is not a major 
objective. The concern over split infinitives, the 
distinction between shall and will, the ban on 
prepositions at the end of a sentence—all of 
these rules that characterized instruction in busi- 
ness writing a generation ago—are frequently 
ignored. The critical questions to-day are: Is the 
message clear, complete, concise, accurate, and 
persuasive? Does it win friends? Does it get 
action? Gross errors of grammar and usage get 
some attention, but the prevailing view seems to 
be-that a knowledge of grammar is only helpful 
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What teaching devices are used? 

The program usually gets underway 
with a series of workshops or clinical sessions 
on company time. Participation is either optional 
or compulsory. A skillfully-run program may 
get as good a turnout by voluntary participation 
as by required attendance, but wholly voluntary 
programs are not typical. 

Classes are small, with fifteen or fewer em- 
ployees at each. There may be six to ten sessions 
lasting an hour or two. They are rarely lecture 
sessions. Usually they are informal group dis- 
cussions that include analysis of good and bad 
company writing. Frequently these sessions are 
supplemented by personal conferences between 
the program director and the employee. 

The writing programs frequently include the 
preparation of training manuals ranging from 
expensive volumes to simple mimeographed 
pamphlets. Manuals need not be elaborate to be 
effective and useful. It’s the content that is im- 
portant to management as well as to employees. 
Until a manual is devised, management often 
doesn’t know what its policies toward written 
communications are and employees do not un- 
Continued on page 125 
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e OST-WAR INDUSTRIAL EXPANSION AND THE 
DEVELOPMENT OF KEY NATURAL RESOURCES LIKE 
IRON, PETROLEUM, ALUMINUM, URANIUM, AND WATER, 
HAVE BOOSTED CANADA S STOCK AMONG THE NATIONS 
OF THE WORLD. LITTLE KNOWN BEFORE, SHE IS NOW 
AN IMPORTANT FOCUS POINT FOR INVESTORS AND 
INDUSTRIALISTS ALIKE. FROM THE HUGE HYDRO-ELEC- 
rRic PLANTS OF BRITISH COLUMBIA TO THE IRON 
DEPOSITS OF NORTHEASTERN QUEBEC, THE COUNTRY 
HAS BEEN BOOMING. BUT WHAT OF THE FUTURE? 
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ment program in Canada has been the subject 
of much dramatic description, without the 
proper emphasis on the practical results to this 
country and the other nations in the Free World 
which have had to rearm in protection against 
possible bear and dragon attacks. Canada has 
undertaken a tremendous and generally sound 
economic expansion, the most extensive in her 
lengthy history. An expansion, in fact, that 
in some respects has been the greatest in all 
the Free World, even exceeding proportionately 
by a slight margin that of the United States— 
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COMPILED AND DRAWN AT THE OFPFICI 
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and one requiring about $25 billion, much of it 
being expended in remote regions which were 
regarded only as economic wildernesses. 

It should be noted at this point that the pro- 
gram has been financed to a quite considerable 
degree by American interests and that American 
“know-how” has also been applied to it. More- 
over, the program has been partly dictated by 
North American defense needs, as well as by 
shortages of major industrial materials for 
American civilian requirements. 

This seems an opportune time to consider the 
actual results of the post-war economic growth 
of Canada, and then briefly to portray the pro- 
spective new productive capacity of this country 
by 1960. The national productivity is about 25 
per cent greater than during World War II, 
when all existing facilities were being strained 
almost to the breaking point to furnish huge 
supplies of strategic materials which were nec- 
essary to overpower the Axis nations. However, 
this general figure conceals some extremes. 

In the post-war period production of metallic 
minerals, principally nickel, copper, lead, and 
zinc, rose by over 50 per cent. In the past year 
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alone newly-found iron deposits have been 
brought into production which have raised Can- 
ada’s capacity for the mining of this metal by 
seven times that of 1945. An even more spectacu- 
lar gain was made in petroleum, the productivity 
of this mineral fuel increasing by twelve times 
over that of ten years ago. The capacity for the 
output of woodpulp, newsprint, and lumber was 
enlarged by at least 20 per cent. Industrial capac- 
ity, including many new metallurgical plants as 
well as additional wood processing facilities, is 
now more than one-third greater than in 1945. 

This massive program has been carried out 
under some exceptional difficulties. For example, 
the breaking open of the large high-grade iron 
ore fields in the Quebec-Labrador region re- 
quired the construction of a railway line of 350 
miles through some of the most forbidding ter- 
ritory imaginable. In the Lake Superior area of 
Ontario another extensive and high-grade iron 
ore deposit was uncovered by draining a large 
lake. In British Columbia one of the world’s 
largest hydro-electric plants was constructed in 
a mountain fastness to furnish power tor a new 
aluminum smelter. 
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CANADIAN PRODUCTION OF MAJOR MATERIALS 


1945 1955 1960 


(Actual) (Estimated 


1,134,000 10,000,000 


(Prospective 


25,000,000 


5,590,000 10,000,000 11,000,000 


3.324.000 6.000,000 7.000.000 


4,510,000.000 = 7,200,000,000 8,000,000,000 


122.565 170,000 180,000 
237,450 320,000 350,000 
174,000 230,000 260.000 
258,600 400,000 450,000 
215,712 600,000 700,000 
8,480,000 105,000,000 220,000,000 
467,000 911,000 950,000 








Each of these projects, and many others, cost 
hundreds of millions of dollars under the handi- 
cap of rising prices of materials and labor. In 
tact, the costs exceeded by a wide margin the 
original estimates, in one case by as much as 
30 per cent. Moreover, wildcat promoters, some 
of American nationality, found in this program 
opportunities to defraud innocent, get-rich-quick 
investors and, incidentally, to handicap the 
efforts of many sound promoters with worth- 
while projects. 

But notwithstanding all these difficulties the 
program must be regarded as one of the most 
successful ever undertaken in any country, and 
one which at this stage has comparatively low 
operating costs. Iron ore from the Lake Superior 
area of Ontario is now available at about the 
same cost as that from the Mesabi range. Alumi- 
num from British Columbia can be landed in 
Europe as cheaply as it can be from any source. 

The accompanying table expresses the growth 
over the past decade in production of a number 
of Canadian raw and semi-processed materials, 
some of which, notably nickel, copper, lead, and 
zinc, have contributed to the stock piles of the 
ree World. But even the most casual observer 
in any American city can see the effects of this 
program merely by taking his eyes away from 
his daily newspaper (most pages of which are 
nrinted on Canadian paper) and looking out on 
a crowded street where he can see Canadian 
nickel trim on automobiles, Canadian lumber 
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built into homes, and Canadian rayon fabrics 
worn by American men and women. 

So much for the results of Canadian economic 
development over the past decade. But this de- 
velopment is far from completion. In the next 
five years another $10 billion may be spent in 
opening up newly-discovered mineral fields, in 
extending forestry operations beyond the present 
limits, and in establishing new industrial facili- 
ties. This figure takes into account only “firm” 
projects already under way, or definitely planned, 
by responsible organizations. It excludes, there- 
fore, any projects of a purely tentative nature, as 
well as highly speculative ventures. This amount, 
however, might be less, or greater, according to 
market requirements of the relative products. 

In other words, the future capacity will be 
conditioned by the demand for Canadian mate- 
rials in outside countries, particularly the United 
States. The demand could be influenced not only 
by economic conditions outside Canada, but also 
by tariff policies elsewhere. 

Thus, any further restrictions upon the entry 
of Canadian materials into the United States, 
particularly minerals, would adversely affect the 
operation of Canada’s new productive facilities, 
both those now in good working order and those 
definitely in prospect during the next five years. 
For instance, nearly 250 oil companies are now 
engaged in exploration and development, mainly 
in Western Canada, and they have such con- 
fidence in this field as to continue their activities 
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there and to undertake new capital expenditures 
of more than $1 billion to reach a productive 
capacity of 800,000 barrels per day by 1960 and 
to provide additional transportation, refining and 
marketing outlets. Yet under present conditions, 
notably the movement in the United States for 
an oil quota, it is not possible to foresee a de- 
mand in all North America for Canadian oil of 
more than 600,000 barrels daily by 1960. 

The prospective increases in some Canadian 
products may not seem to be impressive when 
viewed with those of the past decade, but apart 
from the shorter term for comparative purposes, 
it should be kept in mind that considerable prog- 
ress, particularly in mineral development, has 
already taken place. In respect of nickel alone 
over $200 million have been spent in opening up 
additional ore bodies and in enlarging the rela 
tive metallurgical plants to increase production 
of this strategic material in the defense program 
of the Free World. 

This expansion accounts partly for the present 
higher rate of copper production, as the two 
metals are usually associated in the Sudbury 
Basin of Ontario, but some new mines are in 
the course of development in Central and East- 
ern Canada. These, together with new lead-zinc 
properties in those areas, will raise Canada’s out 
put of industrial metals quite substantially. The 
most markéd advance will, however, be in iron 
ore from several fields, but mainly from those 
in the Quebec-Labrador and Lake Superior areas. 

In the last-mentioned region the deposits now 
in production are being further developed with 
removal over the next three or four years of 
more than 150 million tons of silt, a bigger 
dredging job than was involved in the digging 
of the Panama Canal. The draining of a lake 
in the major asbestos district of Quebec will. 
with the opening up of new mines there and the 
completion of new mills, result in a slightly 
larger supply of this mineral. The projected in- 
crease in aluminum (from imported bauxite) 
will result from an expansion program recently 
undertaken in British Columbia. 

[It is not likely thet lumbering will need much 
in new capacity to reach the objective-for 1960, 
but steady improvement in logging and milling’ 
methods can be expected. There are, however, 
four new woodpulp and paper mills under con- 
struction, or definitely planned, in British Co- 
lumbia and Alberta, which, with new and faster 
equipment in the mills elsewhere and better for- 
est and wood processing facilities, are counted 
upon to provide for a quite substantially higher 
output of these materials. 

Continued on page I 
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SOME DO’S AND DON’TS OF SELLING 
i C86 Buy CV JE€3 lhem 


JOSEPH GENTILE 


Purchasing Agent, Dun & Bradstreet, Inc. 


How does a purchasing agent look upon the salesmen who come to his 
office day after day? That is an important factor for any company to 
consider. Each buyer may have different reactions, and a great deal 
depends upon the initial impression delivered. Here are the reflections of 
a purchasing man with some suggestions on what can be done by the 


salesman to be successful. 


l. HOW THE BUYER LOOKS AT SALESMEN 


'tra a buyer. Like the hundreds of Dun & 
Brapstreet salesmen, who fan out every day 
throughout the 48 states selling our services and 
winning good will for their company, | too try 


to sell my company and myself. 


What the salesman says and does definitely 





affects my decision to buy. You know about the 
sales you make. I know about the ones you miss. 

It is natural for me to look back on the innu- 
merable interviews I’ve had with salesmen. On 
the home stretch of nearly half a century of busi- 
ness, I have seen selling techniques change with 
the times. We have come a long way from the 
back-slapping, cigar-handing, story-telling can- 


vasser of the past. Today’s salesman is neat, 
informed, able, ambitious, versatile, and tacttul. 
Aside from his job of selling, he serves as the 
pulse of his particular industry and, indirectly, 
of the general state of business. This is what I 
am most aware of in the men who call on me 
and who sign my business. 

I need you, the salesman, as much as you need 
me. Let’s face it. You perform an important 
function—in fact, I’m inclined to give you the 
edge. You bring me the things I’m looking for 
and need. If I had as many legs as a centipede, 
I couldn’t begin to meet my purchasing needs 
without help. I need you to tell me what's new, 
what’s better, and what will best fill my com- 


pany s requirements, 
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When you make the sale, I get as much satis- 
faction out of it as you do. Each of us gets some- 
thing he wants and something he needs. Don’t 
underestimate your role. I don’t. I cannot afford 
to. And I’m always glad to see you, even if I 
may not always show it. When you come in the 
door, I’m on your side. Whether or not I stay 
on your side while you’re in my office, and 
whether or not I buy, is pretty much up to you. 
So, let’s you and me take time out and review 
a few do’s and don'ts of selling . .. as one 
purchasing agent sees them. 


ll. WHAT TO DO BEFORE THE CALL 


Make appointments only when the interview 
is necessary . . . when it requires more than a 
few minutes, when you hope for the buyer’s 
undivided attention—or want to give him time 
to prepare data to help him discuss his needs 
with you. 

Don’t make unnecessary appointments. The 
buyer is likely to think you place too high a 
value on your time. There aren’t enough hours 
in the buyer’s working day to see all salesmen, 
and still keep up with his other duties. If the 
buyer is busy or unavailable on your first call, 
try again. 

Thank heavens for the telephone! To use the 
telephone to promote the sales effort is sound 
judgment, providing— 
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you know the buyer 


you want to supply additional information 
which the buyer should have 

* * * you want to expedite matters and give the 
buyer the quickest possible service. 


In other words, use discretion in the use of 


the telephone. Some buyers may be inclined to 
assume that you are just plain lazy—or that you 
are merely trying to keep out of the rain. There 
may be no truth in either of these assumptions. 
The only way to keep the buyer from drawing 
such conclusions is to call on him in person and 
let the telephone supplement your calls. 

Be well informed. It is definitely to your ad- 
vantage to review the notes in that little memo 
book in your pocket to ascertain— 
¢ ¢ ¢ the accurate name of the buyer 
¢ « ¢ the exact nature of the prospect’s business 
¢ « « the goods he can logically use 
¢ ¢ ¢ other facts you may have learned 

There are various ways you can procure this 
information. Dig for it and try not to make it 
literally a cold call. 

Know everything you can about what you're 
selling before you make the call. Get the facts, 
figures, and current trends. 

Buyers look to the salesman for information 
about the industry he represents. If the buyer 
doesn’t buy from y»u this time, he will remem- 
ber you as the man he wants to buy from some 
day . . . because your calls have always been 
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worth his time. In all frankness, he could confess 
that well informed salesmen are constantly the 
source of his general knowledge. 

Don't use surveys and statistics as a wedge 
to get in the door. It’s an old stall and false 
approach that every buyer recognizes. If you 
honestly are making a survey or gathering sta- 
tistics for your company, be straightforward 
about it. Say so on your calling card... or ina 
letter before you call. You'll probably get the 
information you want. But you won't make the 
sale if your request for information is a subter- 
fuge for ultimately trying to sell your own goods 
or services. Buyers just don’t like to be deceived. 


Does anyone? 


Wi. HOW TO SELL YOURSELF WHEN YOU 
MAKE THE CALL 


Dress conservatively and be well-groomed. 
This shouldn’t have to be said ... but salesmen 
do arrive at 10 a.m. with five o'clock shadows, 
uncut hair, and extreme-cut clothes. The recep- 
tionist who announces you often volunteers het 
opinion to the buyer before you get a chance to 
give yours. It’s a good idea to make a hit with 
her. The buyer is also going to judge your 
character and habits from how you look and 
what you wear. , 

Avoid loud neckties and too much jewelry. 
Buyers often interpret fraternity pins and rings 
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as an attempt to influence them. These may 
work ... against you, as well as for you. Yes, 
buyers have prejudices! An exnensive ring, such 
as a diamond, may also give the buyer the feel- 
ing that you can afford to lose an order. 

Dispense with the handshake, at least on the 
first call, however friendly disposed you may 
be toward the buyer. This sign of friendship is 
superfluous when proffered by a stranger, and 
because it is ill-timed it may not be accepted as 
cordially as it is intended. In any case, let the 
buyer take the initiative on this matter. 

Don't apologize to the buyer for taking up 
his time. You apologize, no doubt, as a gesture 
of courtesy; you also think it will make the 
buyer feel good, if you remind him that his time 
is valuable. 

Apologizing for your call indicates that you 
have made one of two errors: 1. The buyer you 
are calling on is not a logical prospect for what 
you have to sell—and there was no reason for 
your call in the first place, or, 2. The buyer is 
a good prospect, what you're selling would ben- 
efit him, but by apologizing you show an uncer- 
tainty about your true mission. You are render- 
ing him a service by calling and showing him 
what you have to sell and how it will fill his 
needs. For this no apology is needed. 

Don’t be humble, servile, or apologetic. Buy- 
ers would rather feel that you have some back- 
bone and your full share of human dignity and 
pride, 

Watch your language! Avoid jokes—clean or 
otherwise. The buyer may not have time to listen 
to them. He may not be in a receptive mood. He 
may be irritated or offended. 

Speak simply and quietly. Avoid big words 
and clichés. Your objective is to convince the 
prospect that what you have to sell will prove 
beneficial to him. If you go off half-cocked, you 
may trap yourself. Know your business, the buy- 
er’s business, and what you're talking about... 
and talk about it. Never inject a profane or 
blasphemous word in your conversation. Sales- 
men have been noticed doing this. True, they 
are occasionally aping the buyer, but mostly they 
do it because of their mistaken belief that it is 
the manly thing to do or that it gives emphasis 
to their argument. 

Nothing could be farther from the truth. Such 
language is distasteful and very offensive. It 
won't make friends or help sell goods. 

Don't smoke, unless you are invited to do so. 
Smoking is displeasing to some buyers, actually 











obnoxious to others. My recent personal experi- 
ence points this up. As I had stopped smoking 
after more than forty years of the habit, it was 
of no help to me to converse with smoking sales- 
men and to refuse their kind offers to join them. 
It’s a little thing—but it counts. 

Don't bring up controverstai or personal sub- 
jects. Don’t mention politics, religion, or nation- 
ality. You may unknowingly offend, or start a 
discussion which will get out of hand and have 
nothing to do with the sale . . . it may, in fact, 
prevent it. Don’t discuss your operation, illnesses, 
or other misfortunes. You may bore your listener 
and waste his time. Remember, he has trou- 
bles too! 

If your prospect starts controversial or personal 
discussions, use diplomacy and tact in changing 
the subject back to the one you came there to 
discuss in the first place—how your product or 
service will benefit him and his company. 

Don’t monopolize the interview. Give the 
buyer every opportunity to express his own views. 
One of these may give you the reason why he 
should subscribe to your service or buy your 
product. What he says may well add fuel to 
vour fire. If you do all the talking, you may talk 
yourself out of the order. 

To be or not to be aggressive. There is no 
question about the desirability of aggressiveness 
in the salesman. The right amount of it is much 
admired and is a proper ingredient most likely 
to produce satisfactory results. 

On the other hand, if overdone, there is no 
surer way of antagonizing the buyer and risk 
losing the order. For over-aggressiveness can and 
has been mistaken for impudence. By all means 
be aggressive, but throw in an equally good 
measure of common sense. 

“Canned speeches.” My personal reaction sug- 
gests that you avoid the “canned speech” or the 
pre-written sales talk. If your well meaning supe- 
rior insists that you quote facts and figures in a 





Reprints of this article are available in booklet 
form at the following rates: 


| to 6 copies —no charge 
Over 6 to 100—25 cents each 
Over 100 —?0 cents each 


Send orders and payment to: 
Public Relations & Advertising Dept. 
Dun & Brapstreet, INc. 
99 Church Street 


New York 8, N. Y. 
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prescribed manner, comply with the spirit of his 
request but attempt to interject your thoughts 
and personality as supporting factors. 

If you know those facts and figures, no one 
can be more impressive and convincing in their 
presentation than you in your own words. 

That “canned talk,” any canned talk, is too 
obvious and artificial. It wouldn’t sell you, 
would it? 

Avoid high pressure salesmanship. \t doesn't 
work on the careful and observant buyer, any- 
way. He’s on guard against the high-pressure 
salesman. This kind of salesman will try to 
impress the buyer with his own business impor- 
tance and social position. He’s a name dropper, 
knows everyone (intimately, of course!), belongs 
to the right clubs, and was graduated from the 
best schools. He treats the buyer like a long lost 
brother. He flatters the buyer, tells him how 
important his job is. He has probably contrived 
to meet the buyer through one of the buyer's 
own company officials. He wants to take every- 
one to lunch. Most of his other high pressure 
gestures are often perfectly evident. During the 
interview he obviously considers and apparently 
concludes that the quality of his product is above 
criticism and above discussion. 

Treat them all alike—big prospects and little 
ones. Surprising things may happen in the course 
of time. Keep in mind one of Dun & Brap- 
STREETS most significant slogans: EVERY BIG 


BUSINESS WAS SMALL ONCE. 





IV. LOYALTY TO YOUR COMPANY 


Company loyalty is a fundamental require- 
ment of every salesman. It is an inborn trait 
and certainly an expression of good breeding. 
It is reflected by him in his every action and 
thought, not only in dealing with the buyer but 
also in his contacts with other salesmen and 
his associates. 

Company loyalty frequently comes to the fore 
when the buyer complains. The salesman, in his 
capacity as the tie between his company and the 
buyer’s, is in a prime position to be of much 
assistance in rectifying what’s wrong. He can do 
so with diplomacy and skill that is conducive to 
beneficial and lasting results. Listen in full and 
courteously. The buyer will be more receptive to 
what you say if you have patiently heard him 
out. His complaint may be exaggerated or in- 
deed it may be baseless. No word or deed of his 

Continued on page 56 
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HONING UP THE EXECUTIVE MIND 


in the good old summer time 


Summer seminars are over and returnin g management men begin to apply what they 


learned in deve lopment courses—in the application may come the real development. 


A MAN learns more from one 
bad hangover than trom ten good temperance 
lectures, or so it is said by those who have suf- 
fered both. 

This may be simply a new way of putting the 
old saws, “Experience is the best teacher,” and 
“We learn best by doing.” But somehow it 
seems more meaningful to lots of people today. 

Be that as it may, many m:nagement men are 
due to get a good deal more education this fall, 
when they attempt to apply newly-‘earned pre- 
cepts, than they acquired last summer, when the 
ideas were being herded into their ken in hun- 
dreds of summer executive development courses. 

There’s the case of J. Harris “: weed, a promis- 
ing young comer in the lower e ecutive ranks of 
a Mid-Western steel company, for example. Al- 
though the company prides iis li on the “prac- 
tical” background of its operating officials and 
boasts that none of its executive personnel has 
been contaminated by an Eastern seaboard edu- 
cation, it was willing to make a slight exception 
for J. Harris. 

He was so promising, and the general hubbub 
about executive development was so compelling 
that season that the company did not waste time 
training Tweed in its usual manner, nor did it 
send him to summer seminars. It enro.led him, 
instead, in the New England Tech Post-Gradu- 
ate Institute for Executives Whose Companies 
Can Get Along Without Them for a Year or 
Two. (Tech has a very interesting college cheer.) 

He learned a good deal there during two full 
academic years and a summer cram-session. But 
what he learned within two months of return- 
ing to the mills had a much greater effect upon 
his career in the steel industry: It ended it. 

Tweed had the unfortunate habit of introduc- 
ing any difference of opinion with the remark, 
“But up at Tech they .. .” 

The school should not be blamed. It is quite 
likely that when the class discussed How to Be 
Positive Without Giving Offense (Human Rela- 
tions 301E, 5 hours credit), he was doing the 
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ALFRED G. LARKE 
Employer Relations Editor 


tourist routine—inspecting the spot where the 
early colonists poured tea into the harbor, or 
one of the spots where under-graduates now 
make a different use of another kind of brew. 

Executive developers often prescribe job rota- 
tion as a royal road to a limber mind; but the 
kind of job rotation which Tweed is now under- 
going is doing little but make his job counsellors 
rich. As executive timber, the young man can- 
not, of course, patronize the ordinary employ- 
ment agency. 

Things have changed somewhat for his wife, 
also. Having read in a magazine article that 
a wife has an important role in her husband’s 
career, she had laid out a five-year plan of adroit 
social forays. Successful, they would have skid- 
ded J. Harris to the top of the heap with scarcely 





Scientific Evaluation 


Because executive development cour- 
ses cost money, it is often desirable to 
prove that they are worthwhile. 

The standard method of acquiring 
such proof is to pass out questionnaires 
to the participants at the final session, 
asking: “Did you find this course inter- 
esting? |_| Was it worth-while? |_|” 

The answers are collected, tabulated, 
converted into percentages, corollated 
with the participants’ salary brackets, 
positions, length of service, etc. Since 
almost everybody always answers, 
“Yes,” the arithmetic is simple. 

The only man who ever said, “No, 
the boss should have saved his money,” 
was later discovered to be an ex-waiter 
who had once told a diner, “It’s lousy!” 
when asked, “Is the hash good to- 
night?” 

This automatically disqualified him; 
his answers were listed under “other.” 
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more effort than it takes to coy a board chair- 
man emeritus. She had scarcely made the first 
gambit, however, when her husband returned to 
the home base and began telling his peers and 
his paymasters how to do things right. 

Today she is aiding her husband in a differ- 
ent way. Under an assumed name, she is taking 
in stenography in a real estate office in one of 
the suburbs. This is practically worse than being 
single, for Mrs. Tweed was a private secretary to 
a vice-president when she met Tweed, thought 
she saw her chance, and took it. 

But if the school was not to blame for what 
happened to J. Harris Tweed and wite, neither 
was he, necessarily. It might be thought that a 
man brilliant enough to have his education paid 
for by his employer, and on company time, 
would not be so stupid as to rub his colleagues 
the wrong way upon his return. 

At least one serious survey, however, has in- 
dicated that the stay-at-home associates of a man 
chosen for promotional development have their 
fur rubbed the wrong way the moment he is 
chosen. They can scarcely await his return to 
discharge their dislike upon him, no matter how 
astute he may be in his dealings with them. 

A large, multi-plant company, to be known 
here as the Acme Broomstraw Corporation, doc- 
umented this conclusion statistically (and what 
is documentation, these quantum days, without 
statistics’). Eager, even anxious, to evaluate its 
home-ofhice training school courses in human re- 
lations, it authorized an independent survey of 
the attitudes of prospective trainees, their bosses, 
and the men who worked under them, before 
they went away. Then it checked up through 
an equivalent survey upon their return. 

The results were “negative,” which is a euphe- 
mistic understatement of the fact that both boss 
and underling found the trainee a lot harder to 
get along with afterwards than before. 

This is not the kind of report a staff man 
likes to pass on to the policy-makers, but the 
Broomstraw school faculty came up with a dou- 


SEPTEMBER 1955 o Fay 








ble-barreled explanation which may be true: 

1. The stay-at-homes resent the distinction 
conferred on those sent away, and show it by 
finding faults where they saw none before. 

2. Unacquainted with the content of the 
courses, the men back in the plant suspect the 
trainees have merely learned tricks to outsmart 
them; naturally they unite for self-protection. 

It may take a year, the staff men concluded, 





Executive Quiz 
(Check R for Right, W for Wrong. 


These questions are too easy, so give 
yourself zero for each correct answer, 
subtract ten for each wrong. Turn your- 
self in if you can't guess them all.) 

1. A man’s developmental and educa- 
‘tional needs should be canvassed before 
he is sent oft to a supplementary course, 
summer or other. ,R— W— 

2. Course content, not just its title, 
should be studied before men are as- 
signed, to see if it fits needs.§ xR— W— 

3. The man should discuss with his 
superior, before going, what he may get 
out of training, how to approach it. 
R— W— 

4. Upon return, he should check in 
again, discuss what he learned and how 
it can be used on the job. R— W— 

5. Company should make follow-up 
checks to see if anticipated benefits have 
been realized, to weigh in future as- 
signments. R— W— 











for suspicions to be allayed and the trainees’ new 
know-how to result in better relations. 

J. Harris Tweed was an earnest young man 
and probably fell by the wayside because he was 
too earnest. Policy committees which choose 
young comers for development and advance- 
ment are no fools, of course, but they seem to 
prefer the earnest kind. Certainly they seldom 
pick a man whose chief distinction is his ability 
to run up a big out-of-town expense account 
without tangling with the comptroller’s office. 

Yet there are men who have been to enough 
summer seminars and executive development 
cookouts that they know their way around and 
can choose their spot with an assurance of the 
maximum personal satisfaction. These are the 
experienced old hands who evaluate all courses 
by a double standard. When management sug- 
gests they spend their vacations in classes at 
Frolic-in-the-Mountains or Temptation-by-the- 
Sea, they ask: 

1. “Wiil I really have a chance to pick up 
something that will help me get a promotion or 
a pay raise?” 

2. “If 1 won't, how’s the golfing and fishing, 
so the two weeks won't be a total loss?” 

Some even check on whether their wives can 
come along free, or at least at cut rates. 
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As a result, commercial, institutional, and 
corporate conductors of these programs are con- 
fronted with a difficult problem: 

How to make the sessions look like a wonder- 
ful chance to get a leg up an advancement, and 
yet hint persuasively that it will all be more fun 
than a barrel of monkeys. 

Some who have overemphasized the barrels- 
of-monkeys approach have been forced to tone 
down this appeal a second or third year. When 
one training firm held courses at a lush country 
club with good golf, tennis, indoor and outdoor 
swimming, boating, riding, bars, and the flashy 
lures of a nearby popular seaside resort, it found 
it unusually hard to get a quorum together to 
start sessions. It transferred activities to a sort of 
national historical shrine, which had a certain 
tourist appeal but little in the way of extra-cur- 
ricular activities to keep a man up late the night 
before or away from classes the morning after. 





WIDE WORLD PHOTOGRAPH 


“Now that you're back from that Summer train- 
ing session, I suppose you'll be making a lot of 


changes around here!” 

Another device will assure that participants 
take a course seriously. This is the scheduling 
of the industrial retreat in quarters so limited 
that strangers must share rooms. 

Dubious about the standards of his roommate, 
each acts the role of a greasy grind while sizing 
the other up. They may never become well ac- 
quainted, parting in two weeks, each with an 
exalted opinion of the other’s studiousness. 

On the other hand, they may wind up friends. 
But by that time it is too late to indulge in the 
frivolities that cement friendships. If they are to 
break down barriers and really become acquaint- 
ed, it must be back home in the Whitehall Pub 
in Chicago, the Kitty Hawk room in Dayton, or 
whatever is the local equivalent. Even, perhaps, 
at the monthly meeting of the Society for Ad- 
vancement of Management. 

There have been few attempts to check up on 
what happens to the company when a man re- 
turns to the head office with a pate full of fresh 
knowledge. But there are well-known cases. 

Sometimes cited is Outerhorsey M. Wald, a 
progressive top executive, who became sold, or 
oversold, on job rotation as a result of having 
his skull pounded for two weeks at the Lake 
Cuthbert Conference on Techniques of Indus- 
trial Tallyhoism. 

He applied the idea with a vengeance when he 
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got back in harness at summer’s end. Unfortu- 
nately, however, three of his young men were 
rotated so fast that they became dizzy and 
tripped over the sharp-cornered boxes in the 
company’s organizational chart. They were un- 
able to break their fall until they had plunged 
seven levels down the hierarchy—and only then 
because they managed to reach out and seize 
one of the dotted lines that represents “responsi- 
bility-to” but not “authority-for” some function. 

Or take Wambly A. Pastiche, a general fore- 
man earmarked for substantial upgrading at the 
Mid-Western Horsecollar Company. He made 
the mistake of assuming that, because the Board 
of Directors sent him off to school, his general 
superintendent was in sympathy with the idea. 
Back home, bursting with notions for improving 
things, he neglected to check in with the su- 
perintendent, a mutterpuss named Darkly F. 
Boding. 

“We're here to get out production,” Boding 
told him; “not to embroider lace on our person- 
nel policies. Forget that fancypants stuff and 
let’s get on the ball. Fast.” 

Before Pastiche could get to the president, 
to tell him how Boding was sabotaging top- 
management policy, he was drawing his pay 
from the state unemployment fund and won. 
dering why he hadn’t paid more attention to the 





Druhl’s Dilemma 


Development courses get the leaders 
too far ahead of their followers, says 
Lambert Z. Druhl, production manager 
of the Batiste Bib Works on Long 
Island, who has sworn never to attend 
another. 

He spent two weeks in the 1954 sem1- 
nar at Donnermug Lake, Pa., saying 
nothing but listening attentively as two 
score other executives discussed and de- 
bated a policy. He had just become con- 
vinced it was right and was about to 
speak when the sessions ended. 

First day back on the job, he proposed 
the policy be adopted in his plant, ex- 
plained it carefully for 25 minutes, and 
ruptured an artery when his colleagues 
seemed unable to get it through their 
thick skulls. 

“What’s the use of learning anything 
when nobody else is bright enough to 
agree with you?” he asks. 











idea of the guaranteed wage while the union 
was talking it up. 

So it goes. The great need of the nation 1s 
a practical tip sheet for executive developees 
returning to the workaday world from the aca- 
demic fields and plotlets. Until someone who 
knows something about the subject comes along 
with some sound advice, they will have to get 
along with left-handed round-ups like this. 
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TRAIN NOW 


FOR 





SALES TRAINING is a twelve- 
months-a-year proposition. Who trains salesmen 
constantly? Hardly anybody. Who has enough 
monev and training personnel? Hardlv anybody. 
What’s the second best? A sales training pro- 
gram with carry-over enough to last until you 
can follow up. Now is the time to re-evaluate 
your current programy A DR&MI study (De- 
cember, 1954, page 32) shows that many com- 
panies budget and plan purchases for the next 
year during September and October. Check 
your program against these points. 


ome KEY POINT NO. | cqmemmmeeeecee 


Get your house 
in order 


If sales training is to be successful, executives 

must feel that: 

@ Salesmen are paid to think. 

@ Working hard and long hours is not 
enough. Working right is just as important. 

What’s your philosophy? “Salesmanship is the 
art of making people with money buy what you 
have to sell,” or “Salesmanship ts helping the 
buyers to spend their money wisely.” 

Do you look on selling solely as an art? If you 
do, then basically you believe that people can 
learn nothing about selling except through prac- 
tise. If you feel there is some science to salesman- 
ship, then you feel a man can learn something 
about selling through some experiences other 
than actual face-to-face relationships with buyers. 
For example, one philosophy is that salesman- 
ship is both an art and a science. If true, then a 
salesman may benefit through the experience of 
others. In fact, if you will look at a man who 
fails as a salesman you will find one who is 
incapable of learning through his own mistakes 
(at least, rapidly enough to make a living at 
selling). 
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396 SALES 


Most compantes are planning now 


for purchases they'll make next year. 

Here’s a 20-point blueprint to get 
your training program rolling in the right 
direction—into the customers’ new budgets. 


CHARLES L. LAPP 


Professor of Marketing, Washington University 


amme KEY POINT NO. 2 comms 


Define what training 
is and should be 


For example, some experts define training as 
merely, “a means by which a salesman’s mis- 
takes may be avoided.” It is not the sole means 
nor does such a definition encompass the entire 
scope of training unless the word “mistakes” is 
interpreted rather broadly. Note: No sales train- 
er would give you that definition, but many 
training programs do little more than try to pre- 
vent repetition of error. 

Effective training has been defined more 
broadly as, “The preparation which cultivates in 
an individual the means, the ambition, and the 
interest that causes him to direct his actions 
effectively and willingly towards a desired end.” 
However, a simple definition, if you accept the 
philosophy that training is both an art and a 
science, is to think of it as directed experience. 


omeme KEY POINT NO. 3 comme: 


Reject fallacies which have 
enough truth to gain acceptance 


Fallacies such as the following have led to 
improper training in many companies: 

@ “Salesmen are born, not made.” Or, if this 
idea is denied, that ready-made, experienced 
salesmen who do not need any training 
whatsoever can be recruited. 

@ “Salesmen should be trained as I was—look 
at me, I’m a success.” There are two falla- 
cies in this type of thinking. First, the very 
fact that a man is an executive is an indica- 
tion that he probably had a greater mental 
capacity and drive than the typical sales- 
man. Second, in many businesses a man 
had the opportunity to grow. with an in- 
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dustry from its inception and gradually 
acquire such know-how as more was need- 
ed. To-day, a new salesman must be pre- 
pared to compete with salesmen with vears 
of seasoned experience. 

@ A belief that a large number of salesmen 
can be recruited and trained just as easily 
as one or a relatively small number of men. 

@ Salesmen are expendable—if one fails, why 
worry, you can always hire another one. 

@ Salesmen should be trained entirely on the 
job. 

@ Successful 


training. It might disturb their successful 


salesmen shouldn’t be given 
sales record. 

@ Older salesmen do not want to be trained. 
Even if they do, there aren’t enough pro- 
ductive years left in them to make it worth- 
while. 

@ Sales training is costly. Why spend money 
on it when the same money given in in- 
creased remuneration will bring about bet- 
ter comparable results? 

@ Salesmen won't do what you train them to 
do; therefore, effort and money can be 
more wisely expended on control. 


@ Salesmen once trained will remain trained. 

@ Sales training is primarily a one-level func- 
tion. 

@ The only worth-while training is actual 


practise before a customer. 

There is an element of truth in every one of 
the above statements. Each of the fallacies can 
be too readily and unconsciously accepted as 
plausible. Training is accepted as a “must” but 
then the training which is given is too often of 
the exposure type. This practise of exposure 
training is typified by the viewpoint, “If enough 
material and experiences concerning the com- 
pany, its. products, and sales skills are thrown at 
a trainee in one way or another, something will 
stick with each man that may he'p him become 
a better salesman.” Although such training 1s 
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costly and time consuming, it is usually better 
than no training at all. Some common examples 
of exposure training which should be exposed 


are as follows: 

@® Putting a man on a job or various jobs 
much longer than it takes for him to be- 
come familiar with what he needs to know 
as a salesman. 

@  Bombarding salesmen with voluminous 
material, It is impossible for them to sift 
the important points out of the chaff. 

& Showing them around a factory, ware- 
house, or a territory and not telling them 
what they should learn or look for in such 
experiences. . 

@ Exposing salesmen to general material by 
means of films, manuals, books, or lectures 
which haven't been adapted for the specific 
industry or type of selling that they will 


be engaged in. 


wanes KEY POINT NO. 4 





Expose exposure training— 
for what it really is 


Such an approach will lead to a training pro- 
gram fitted and adapted to the needs of your 
salesmen which will pay off in the development 
in less time of salesmen who will sell more—to 


more customers, 
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Danger signals indicating men 
need more or different training 


These signals may be indicative: 
Increasing size of sales force. 
High turnover of salesmen. 
Hiring technically trained men. 
Sales productivity per man falling off, 
New salesmen outsell old. 
Change in duties of salesmen. 


Low morale among salesmen. 


onus KEY POINT NO. 6 





Set up specific objectives 
to accomplish by training 


Too often executives will say, “We are going 
to train ten salesmen.” Stop here and think what 
you are going to train them to do—-what do you 
want them to do? It might be much better to 
say you are going to train a salesman in order to: 
Increase unit sales. 

Sell more high price or high margin. 
Obtain greater diversity per order. 

Sell higher volume per order. 

Get more missionary work accomplished. 
Establish better customer relations. 

Make better presentations and/or demon- 


strations. 


& Reduce requests for executive help. 
@ Upgrade men for promotions. 
@® Obtain better morale among the men. 


ames KEY POINT NO. 7 cqcomees 


What do you want salesmen 
to do and not to do? 


The job description is the basic cornerstone 
for the development of a scientific personnel 
management program. 

Step 1—Find out what salesmen think their 
jobs should be. 

Step 2—Find out what buyers think should 
be and should not be the functions 
of a salesman. 

Step 3—Find out what competitive sales- 
men are doing. 

Step 4—Reconcile the found 
above with the objectives desired 
by management and write up the 
job description. 


viewpoints 
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Find out what a salesman must know— 
what techniques he must master. 


The major points can usually be derived from 
the job description. However, the specific points 
to be covered and the emphasis to be given cer- 
tain areas can best be determined by other tech- 
niques. Such techniques as a past history record 
analysis of successful and unsuccessful salesmen 
and a determination of what each specific sales- 
man knows and doesn’t know—and what he has 
mastered and hasn’t mastered. 
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Follow tested training principles 
such as the following: 


e There are three ways to learn: study, ob- 
servation, and practise. Use the combination 
which accomplishes results most quickly 
and effectively. 

@ Psychologists differ on the statistics, but 
all of them agree as to relative learning 
possibilities—that we retain: 
20° of what we hear 
30-50°%, of what we see 
50-70°% of what we hear and see 
70°% of what we say 
70-908, of what we say and do. 

Learning is most effective where there is 
understanding, remembering, and doing. 

@® Knowledge is best remembered when 
learned for a specific purpose. 

@ Proceed from the known—the general—the 
simple to the unknown—the specific—the 
complex. 
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@ Give training in natural units rather than 
piecemeal. 

@ The amount of study and practise among 
individuals must vary. 

@ Give enough, but not too much—cramming 
doses can be as bad as too little. Pace your 
training sessions. 

@ Train salesmen with the same equipment 
and under as nearly the same conditions as 
he will be selling as possible. 

@ = Self-criticism may often be more helpful 
than criticism from the trainer. 

@ Frequent summaries are helpful in learn- 
ing and retention. Picking trainees at ran- 
dom to summarize is better than having 
the trainer do it. 

@ = Learning results from repetition only when 
other such essentials as interest, meaning, 
relatedness, and direction toward a goal are 
also present. 

@ Practise must be properly timed and dis- 
tributed. 





ames KEY POINT NO. 10 


Determine the specific content 
of your training program 


Researching your present sales force may be 
helpful. You may find you are overemphasizing 
product knowledge and neglecting selling tech- 
niques, or vice versa. The major areas of content 
of any training program will probably consist of: 
® Indoctrination 
@ Product information with emphasis on sell- 

ing points 


@ Market knowledge 

® Buyer knowledge 

® Knowledge of competitive companies 

@ Time control (work pattern) 

@ = Public relations 

@ Procedures (making reports, handling com- 
plaints, making suggestions, and so on) 

® Selling techniques. 
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Experiment to find out what selling 
techniques are most effective. 


For your salesmen, will a canned sales presen- 
tation, an outline for a sales talk, tested selling 
sentences, or reaction selling be the most effec- 


tive? 
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Break a sale into 
format or logical segments 


Some still use the format: Attention, Interest, 


Desire, Conviction, Action, and Satisfaction. 
Continued on page 122 
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it pays to plan in plastics molded by General American 


plastic cases spark sales for battery makers 


Several years ago the Air Force asked us, “Can you build battery cases for jet 
planes? Can you make them tough .. . able to stand sub-zero cold and high engine 
heat? Can you make them lightweight, dimensionally stable and corrosion resistant? Ferese tect 
And can you produce them in large quantities?”’ Oma pun 
With the aid of our research and development team, we were able to do the job. transportation Corporation. 
Then, a company which manufactures replacement auto batteries told us, ““We 
want everything the Air Force got and something more—a feature to make our 
cases sell faster.’’ So, we went to work on this problem, and came up with color 
molded-in color. 
Today, bright, colored plastic battery cases are a major factor in the replace- 
ment battery business—bringing new sales to manufacturers and dealers and new 
value to their customers. 
Call on this research and development team at General American. They may 
be able to help you in your business, too. 


PLASTICS DIVISION 


PLASTICS DIVISION 


GENERAL AMERICAN TRANSPORTATION CORPORATION 
135 South LaSalle Street + Chicago 90, Illinois 


Facilities unmaiched anywhere: injection, compression, extruding and vacuum forming, reinforced plastics, painting and assembling. 
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“‘Whadaya mean pay invoices twice? 
Only a fool would do that!” 

“Or someone unaware he was do- 
ing it.” 

“Unaware? We stamp ’em when we 
pay ’em. How could you put one 
through again?” 

“By removing the paid stamp — 
anyone can do it — and submitting 
the invoice for repayment. Or by sub- 
mitting a duplicate invoice, which is 
normally issued, for payment backed 
by validating papers accidentally or 
intentionally not canceled when the 
original invoice was paid.” 

“But all my employes are honest.” 

“Every business has honest em- 
ployes. Yet fraud costs American busi- 
ness half a billion annually. Some of 
those ‘honest’ employes are stealing. 
Look, you don’t expect to have a fire. 
Yet you guard against it. Well, fraud 
costs 3 to 5 times more every year 
than fire. Doesn’t it make sense to 
guard against it?” 

“Why do you think it can happen 
to me?” 















“Because you’ve probably got the 
symptoms. Few businessmen can 
honestly say their businesses never 
paid invoices twice . . . never suffered 
some form of inventory shrinkage — 
either through accident or fraud. 

“Look . . . there are only three 
places fraud can occur: in cash re- 
ceipts, in cash disbursements, and in 
material shipments. From 70 to 80% 
of all fraud losses occur in cash dis- 
bursements. And that’s where the 
Cummins invoice canceling system 
comes in. It prevents duplicate pay- 
ments.” 

“Hmm. 
work?” 

For full information on how the 
Cummins invoice canceling system 
works, mail coupon below. 


. . how does this system 


Cummins Invoice Cancel- 
ing Perforator cancels in- 
voices, supporting papers 
with holes you can read, 
virtually eliminates dupli- 
cate payment of invoices. 





CUMMINS BUSINESS MACHINES 
Division of Cummins-Chicago Corp. 


Dept. DR-95, 4740 N. Ravenswood Ave., Chicago 40, Ill. 
Please send information on Cummins invoice canceling system. 
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SOME DO’S AND DON’TS FOR SALESMEN 


Continued from page 50 


should ever sway you towards con- 
demnation of your company. In the 
face of it all, praise your company 
and justify its position if you can. 
The buyer will be inwardly pleased 
and respect you for this. Everyone 
admires and wants to reward loy- 
alty. Here is your opportunity. 


V. HOW TO SELL YOUR PROD- 
UCT OR SERVICE 


Be modest in your claims about 
your merchandise or service. Mod- 
esty goes a long way with the in- 
telligent buyer. Modesty has its own 
conviction. If the buyer believes in 
your sincerity, he is more likely to 
believe in what you're selling. Re- 
member that the understatement 
invariably beats the exaggeration, 
because it rings true and is more 
genuinely impressive. 

Don't say, “I can save you 
money.” It’s a safe bet that no one 
makes his own life work going 
around saving other people money. 
As an opening remark, this is a 
misstatement of fact—surely about 
you, and possibly about the buyer, 
who may be paying someone else 
less for a competitive product or 
service. You tend to hurt the buy- 
er’s ego with this remark; he may 
resent being told that you are better 
at saving his company’s money 
than he is. Stress quality, delivery, 
and other factors first. Price is the 
last thing to mention. Never make 
it part of your approach. 

There are times to mention price: 
1. When you are sure it is upper- 
most in the buyer’s mind, 2. When 
you know that you can save him 
money, and, 3. When you know the 
saving is significant, you can, at the 
right time, hammer it home effec- 
tively. The right time to mention 
price is after the buyer has talked 
and you have listened. 

Don’t knock your competitor. 
You are hitting below the belt, be- 
cause your, competitor is not there 
to defend himself. “Running down” 
the other fellow’s goods or services 
never boosts the quality of your 
own. It is obvious to the buyer that 
you are trying to gain consideration 
for your own product by eliminat- 
ing your competitor’s. The buyer 
will resent this petty malice and 
particularly your failure to perform 
the service he expects of you—to 
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give him valuable information 
about your product and what it can 
do for him. 

Give references modestly, Preface 
your remarks by saying that you 
realize references wouldn't be given 
if they weren’t favorable. Follow 
this up with a logical reason for 
giving this particular reference to 
this particular buyer, citing some 
specific achievement resulting from 
the use of your goods or services 
in a given company, industry, or 
area. 

Don't try to influence orders on a 
friendship basis. Its a misguided 
salesman who walks in and an- 
nounces to the receptionist or others 
that his friendship for the prospect 
practically assures him of an order 
or other special consideration. Such 
friendship arrangements (and those 
with relatives, too) are often not as 
successful as we had hoped at first 
glance. Business deals involving 
friends or relations frequently come 
to grief because it is difficult to 
carry them out with strict impar- 
tiality to all concerned. 

To use such doubtful leverage 
cheapens the selling job. Why not 
sell your goods or services strictly 
on their own merit? It’s more 
honest and more fun ... and you'll 
feel better, sale or no sale. 

Don’t be an “order taker.” An 
order taker is a careless and un- 
trained sales person without ambi- 
tion. He doesn’t know how the 
buyer plans to use his product, 
makes no effort to learn, and an- 
swers questions evasively. He offers 
no personal service or information 
about what he’s selling. The buyer 
considers the order taker an unnec- 
essary adjunct, and would prefer to 
transmit his order through the regu- 
lar messenger boy. Selling, like all 
other professions, requires study, 
application, and mental vigor. 
Wouldn’t you like to be an expert 
at your work? 

Don’t oversell the buyer. If you 
sell the buyer more goods or serv- 
ices than he needs, sooner or later 
the big sale you make to-day will 
boomerang and lead to no sale to- 
morrow. You may lose not only the 
customer’s future business, but also 
his good will. There are other dan- 
gers to over-selling too. We won't 
go into them here, suffice it to re- 
member it is wise not to oversell. 
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Galvanizing helps the farmer serve you better 


Look around the modern farm and you'll have no costs. And what helps the farmer helps all of us. 
trouble spotting dozens of places where zinc coat- Wherever steel products need longer life—farm, 
ings are saving money for the farmer. Fromstorage home, industry—zinc is on the job. That’s why so 
bins to fencing, buckets to barn roofs, zinc.pro- many mills and manufacturers count on Eagle- 
vides rust protection, adds longer life, cuts farm _ Picher, a basic source of zinc for galvanizing. 


Zinc for galvanizing is among hundreds of Eagle-Picher products 
for homes and broadly diversified basic and growth industries. 





Divisions and principal: products . . . MINING & SMELTING DIVISION, zinc, lead, ger- 
manium, cadmium— INSULATION DIVISION, aluminum combination storm windows 
and doors, mineral wool insulations, diatomaceous earth products—OHIO RUBBER COM- 
PANY DIVISION, molded and extruded rubber products— FABRICON PRODUCTS DIVISION, 
automotive products, plastics, wax paper and cellophane food wrappers—PiGMENT 
Division, lead and zinc pigments and oxides. We welcome opportunities to share 
our research, production and application experience. Drop us a line. 





EAGLE 
EAGLE-PICHER 
Since 1843 The Eagle-Picher Company e General Offices: Cincinnati 1, Ohio 
PICHER 
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Whether you plan to use LP Gas for standby protection, or as your prime 
fuel source, skilled Skellyfuel engineers can design and construct a propane- 
butane system for your needs. This assures you top efficiency. 


How Much Will Gas Shut-Offs 
Cost Your Company This Year? 


Now is the time to discover how 


a Skellyfuel LP Gas system can protect you against 


shutdowns — and pay for itself with the savings: 


They happen every winter... sudden 
gas cut-offs that can mean plant shut- 
downs with costly losses in produc- 
tion and profits. This could happen 
to you this year if you have an inter- 
ruptible Gas Service Contract, or if a 
gas pipe-line breaks. So why risk it? 


Like so many other companies are 
doing, now is the time to turn to 
Skellyfuel for a standby LP Gas in- 
stallation. Skellyfuel gives you posi- 
tive protection that may pay for 
itself with savings from as little as a 
few days use. 








Skellyfuel 


605 West 47th Street . 
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Your worries are over when you con- 
tact Skellyfuel. Our integrated serv- 
ice includes everything from analyz- 
ing your needs to designing and con- 
structing your fuel system and sup- 
plying the right butane or propane 
for your plant. 


No other company surpasses the en- 
gineering know-how, the assured sup- 
ply, the exacting quality, and the 
continuing service available from 
Skellyfuel. For more information 
write for Skellyfuel booklet. 


SKELLY OIL CO. 
Industrial Division 


Kansas City 41, Missouri 











e Send this coupon or write today 
® for new Skellyfuel booklet. 

Skelly Oil Company, industrial Division, Dept. D 

605 West 47th Street, Kansas City 41, Missouri 

Company Name 

Address 

City State 

By Title 
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Vi. CLOSING THE CALL 


Ask the buyer to sign on the 
dotted line only as a minor detail 
when everything else has been said 
and done. Avoid impressive appear- 
ing contracts and other legal look- 
ing documents. Buyers are as wary 
as any one else of gilt edge papers, 
dotted lines and small print. You 
should have the buyer’s full confi- 
dence in you and your product, be- 
fore you ask for his signature. 

Accept defeat gracefully. You 
can’t sell them all... certainly not 
always on the first try. You have 
gained something, however, by see- 
ing to it that your first call has 
made a good impression. It leaves 
the door open for your next call— 
the one which may make the sale. 

Don't insist on choosing your in- 
terviewer. If the buyer you expected 
to see has assigned your interview 
to an assistant, accept the challenge 
to your wits, resourcefulness, and 
good salesmanship. You may be 
sure that the executive buyer feels 
his assistant is fully qualified to 
represent him or he would not have 
delegated the authority in the first 
place. Your sales job remains the 
same no matter see. 
Reach the man or woman who sees 
you and you will reach his superior 


whom you 


as well. 

Don’t threaten to 
buyer's head.” Attempting to reach 
a higher official than the buyer, in 
order to insure a more favorable re- 
ception and ultimately a sale, is 


“go over the 


wrong because— 

. you displease both the buyer 
and the higher official 

. from an organizational stand- 
point it is not the proper thing 
to do 

. if you should succeed, you un- 
wittingly have made a “rubber 
stamp” out of the legitimate 





























“Ninety-five, ninety-six, ninety-seven 
—I thought you said carloadings 
were showing a down trend.” 
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buyer, and it is possible that 
this will react unfavorably in 
your subsequent efforts. 

If you weigh the desired effect 
against the probable consequences 
it is certain that you will not decide 
to “go over the buyer’s head.” 


Vil. THE FIRST CALL OF ALL 


The very first call on a prospect 
may worry old-timers just as much 
as the young salesmen. The buyer 
on the other side of the rail is an 
unknown quantity. How should he 
be approached? With fear, timidity, 
boldness, casualness, or reverence ? 

Remember the buyer’s hu- 
man, too. He’s sizing you up in the 
same way that you are gaging him 
—by language, and 
courtesy. 


appearance, 


Keep in mind that by calling on 
the buyer, you are rendering him a 
service. You and he are on equal 
footing—both of you have some- 
thing to gain. Face the buyer with 
calmness, logic, and civility. 

You know your story. Tell it... 
simply, briefly, concisely. 

Steer your course around his own 
human traits—his ideas, his feelings, 
his sense of humor, his prejudices. 
Yours may be different. They prob- 
ably are. But there is no need to 
offend his, as long as you focus your 
story on your product and service 
and how they fit into his business. 

Sure, it’s hard work, but hard 
work can be fun—and often profit- 
fun, for both you and the 
buyer. 


able 


Vill. TO THE OLDER SALESMAN 


Do make an effort to drop that 
tired look outside the buyer’s door. 
It breeds negative results on both 
sides of the fence. Your gray hairs 
actually do the opposite. They de- 
note mellowness, experience, knowl- 
edge, mature judgment. These give 
the buyer confidence in you. Ac- 
tually you should be at your best. 

Don’t reminisce, unless the buyer 
starts. Then stop as soon as you can 
discreetly do so. You just don’t sell 
goods that way. Don’t give the im- 
pression that there is nothing left 
for you to learn. That just isn’t true. 


IX. TO THE YOUNGER SALESMAN 


Do try to stay young—just as you 
are, in thought and deed—you'll get 
old soon enough! What you lack 
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It pads cribs, wraps boats,too... 


How can Tufflex work for you? 


Though the problems of babies’ cribs and grown-ups’ boats are as different 
as the products, their solution is the same: Tufflex. 

Portable cribs? Here Tufflex provides an ideal cushion padding. Tufflex 
cuts smoothly to shape, handles easily and quickly, makes a soft, durable, 
comfortable bed. Boats? Used as protective padding, Tufflex wraps closely, 
cuts evenly, saves on time and labor, prevents shipping damage. 

Chances are Tufflex products can do a better job for you, too. They are ae iumaeate ee ee 
extremely versatile: soft or firm, thick or thin, stiff or flexible—you name 
your need, a Tufflex product can fill it. Write today for an interesting 
free booklet, ““The Expanding Miracle of Tufflex,”’ suggesting ways Tufflex 
might work and save for you. Wood Conversion Company, Dept. 239-95, 
First National Bank Bldg., St. Paul 1, Minnesota. 


UFFLEX CUSHIONING «+ PROTECTIVE 


PADDING «+ SOUND AND 
THERMAL INSULATION 





.. which has earned 


this seal 





“Squirmin’ Irma,”’ special cushion testing machine, evaluates 
construction, materials; one of several Tufflex testing devices. 
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AUTOMATION FOR OFFICE COPYING 


get fast, accurate copies of 
any graphic material. 








Just 
push a 





button... 





THE ELECTRONIC COPYING MACHINE 


for mimeograph stencils, offset plates, 
single positive dry copies 


Just push a button—and the operator can go on to other work. 
Stenafax shuts itself off. It copies office forms, news clippings, 
typing or any graphic material. It is a complete copying unit, 
requires no chemicals or developing, no special powders, light 
box or heat treatment. 

It makes stencil or offset plates in 6 minutes or less...or a 
single dry positive copy in 3 minutes or less—on a working area 
of 814,” x 14”. Easy to maintain, movable—can be plugged into 
ordinary outlet for on-the-spot copying at important meetings. 
Stenafax saves costly errors, retyping... eliminates proof read- 
ing. Stencils are durable, can be stored, folded, used again 
and again. 

Mail this coupon today for full information on how Stenafax 
can save your firm time and money. 


Sales Representatives 

in these cities... 

ATLANTA, BALTIMORE, CHICAGO, 

CLEVELAND, DALLAS, LOS ANGELES, NEW YORK, 
SAN FRANCISCO, ST. LOUIS, WASHINGTON, D. C. 


TIMES FACSIMILE CORPORATION 
STENAFAX DIVISION 


Hotel Biltmore Arcade, 43rd St. and Madison Ave. 
New York 17, New York 





Please send Stenafax brochure to 


Nome 





Address 








City & State 
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in experience is compensated for by 
your “up and go” attitude—your 
courage. The buyer finds you re- 
freshing—through you, he sees vi- 
sions of the world of to-morrow— 
hence he feels the urge to support 
you in your present undertaking. 
Mind you, no favoritism is intend- 
ed, your goods and your claims for 
them will be scrutinized just as 
thoroughly, possibly more so, only 
he'll be more tolerant and co-opera- 
tive. 

Don’t fear the buyer. Many older 
buyers have (most confidentially) 
confessed to me that they envy you. 


X. MALE VERSUS FEMALE 


I suppose these do’s and don'ts 
would not be quite complete if 
something wasn’t said about sales- 
women. I’ve often been asked if in 
my purchasing experience I have 
noticed if there are many of them, 
what is their aptitude for the selling 
job, whether buyers are receptive to 
them, and if they are successful as a 
class. 

First let me remind you, at the 
risk of being repetitious, that my 
answers, based on only my particu- 
lar field of purchasing, are strictly 
and merely one man’s opinion! 
Briefly then— 

Don't assume or be convinced 
that saleswomen who call on the 
buyer are in the great minority be- 
cause they lack ability or sales acu- 
men. I’ve interviewed scores of 
them and have bought from many. 
I generally found them adhering to 
more of the do’s than most of the 
salesmen. For this reason, and in all 
sincerity, I’ve often wished there 
were more saleswomen. Evaluating 
them in retrospect I find that— 

. they are neat in appearance 

.they are polite and well spoken 

.they excel over the men in in- 

tuition 

.they are seldom, if ever, “order 

takers” 

.they are on a par with the men 

in resourcefulness. 

I do agree that saleswomen nat- 
urally can’t compete with the men 
—the work is too arduous. What is 
more significant, as a career, most 
types of salesmanship are not suited 
to them. Because for one good rea- 
son or another they do not remain 
in business long enough to fully 
prove themselves. Whenever they 
do, I for one bet on them every 


time! 


SUMMING UP 


The do’s and don’ts I’ve enumer- 
ated are those that have come to 
mind most often and-have left an 
indelible impression during my 
long buying career. It took no par- 
ticular wisdom to spot them. The 
desirable and the undesirable come 
to the surface, like oil on water, es- 
pecially when you are in the buyer’s 
chair. You may rest assured that 
while noting the salesman’s virtues 
and shortcomings, the buyer, too, 
invariably appraises and learns for 
his own benefit. 

The combination of qualities a 
salesman needs most of all are tact 
and common sense. These two qual- 
ities alone will guide his own sell- 
ing technique and help him select 
from his own sales experience those 
do’s and don’ts which are most 
suited to his personality, his product 
or service, and his prospects. 

This happy blend of tact and 
common sense will naturally lead 
to consideration for others, under- 
standing of their motives, courtesy, 
and plain human decency. These 
qualities are fundamental to effec- 
tive selling and assure the salesman 
of a continuing, cordial relationship 
with the buyer. 

There is more than dollar profit 
in such a selling relationship. There 
is pride, peace of mind, knowledge 
in one’s success in selling, and that 
lasting sense of personal satisfaction 
engendered by a job well done. 

THE END 





The well-informed and thinking 
salesman is continuously building to im- 
prove his qualifications for a successful 
selling career. It isn’t easy to define 
what that specific something—the par- 
ticular pattern is—that marks the men 
who eventually make the top. But, 
wherever the pattern appeared and 
reappeared in my contacts with certain 
salesmen, I noticed, before many years, 
that their calling cards began to reveal 
new titles and other facts— 

. Sales Mgr.— General Eastern Rep. 
— Vice-Pres. 

. they became head men in their 
employers’ organizations 

. they launched and successfully con- 
ducted their own businesses. 

Later, it developed that invariably 
this pattern included 

. @ genuine effort to exchange ideas 
with the buyer 

. intelligent suggestions for the buy- 
er’s benefit 

. the reporting back to superiors the 
gist of these ideas and suggestions 
which in time accrued to the em- 
ployer’s benefit. 

Actually, these salesmen had been 
rewarded for their determination in 
patiently gleaning and ‘putting to use 
the 4y-product of. their normal selling 
efforts, while other salesmen had de- 
liberately thrown it away. Their success 
is truly earned and well deserved. 
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Ronson’s Electric Shaver 

with the world’s thinnest head, 

to give the world’s closest shave. 

A $19.98 retail value in sturdy plastic ; 
case. Identical shaver in elegant 

leather case, $22.50 value. In luxury 

travel kit, $26.50 value. 
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_ Diplomat— Ronson’s elegant “Diploma 
? table lighter in ruby and ebony finishes. 
$8.95 retail value. 








Windsor—A Ronson favorite that 
appeals to both men and women. 
it $4.95 retail value. 
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Ronson’s nationally advertised products insure 
successful gift-giving for you! 










‘ 
“Windlite” by Ronson is 
America’s most talked about windproof 
pocket lighter. $3.95 retail value. 

) 


fronthort giles Core NYC 





t”? Trophy— Handsome “Trophy” by Ronson— 
at home on the best tables. 
$12.50 retail value. 


2’! F 3 a . mm 


Trademarks used with permission of owners. 





Ronson keeps you well remembered because everyone knows that a Ronson gift means prestige and quality. 


Ronson keeps your company name on display! Whatever Ronson gift you choose, for Christmas or any 
gift occasion, you can be sure that it will promote your slogan, name or trademark every day. 





Ronson makes it easy for you! Just mail the handy coupon, 

attached to your company letterhead. You'll get full facts on Ronson’s 
liberal price arrangements, including costs for individual 

decorations and finest engravings. And you'll be able to 

choose from a wide variety of Ronson products. 


OKO) 


Maker of the world’s greatest lighters and electric shavers 
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Ronson Corporation 

Special Sales Division 

31 Fulton St., Newark 2, New Jersey 

02 I would like complete information on Ronson 
lighters for business gifts. 


C2 I would like to have your representative call me. 
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street and address 








city and state 


@enreveeeeveee eee eeeeeeee ee eeeeeeeeeeeene 
SPeeeeeseeesesveseeeeeeeeeseeeeeeeeeee 


SEPTEMBER 


1955 


o 


61 








MISSILE TEST EQUIPMENT For over 
ten years Farnsworth has participated in the 
design, development, and produciion of 
guidance and control systems and special 


test equipment for such missile programs as - 


Terrier, Talos, Sparrow, and others. Numer- 
ous “firsts” in this field have been accom- 
_plished as a result of contributions in the form 
of missile receivers, control systems, power 
Supplies and complete system analyses. 


1ATRON §\ charge-controlled cathode ray 
“memory” tube permits operator-controllable 
image persistence from one millisecond up to 
several minutes duration. Unusually brilliant 
picture presentation at a brightness level of 
up to 10,000 footlamberts for projection 
purposes. 


IMAGE CONVERTER TUBES Used in 
any application where it is necessary or 
desirable to “‘see in the dark.” Convert an 
infrared image into a visible image. Applica- 
tions: medical and biological research, hot- 
body observation, temperature distribution, 
crime detection, security, and photography. 


INFRARED VIEWER This unique, com- 
pact, easy to handle viewer is a valuable tool 
for crime detection, research and industrial 
application. Observation of objects or scenes 
in the dark is easily accomplished when they 
are illuminated by infrared radiation. 


PHOTOMULTIPLIER TUBES Respon- 
sive in the near infrared spectrum featuring 
sensitivities as high as 50 amperes per lumen 
of incident radiation. Applications include 
photometric measurements for industrial and 
scientific uses. 


IMAGE DISSECTOR A highly versatile 
TV camera tube particularly well adapted for 
use as a slide or facsimile scanner. This tube 
can be constructed in a variety of types to 
meet special requirements. 


RADAR RANGE CALIBRATOR, 
AN/UPM-11A A precision instrument in- 
corporating both “Radar’’ and “Beacon” 
functions. The equipment operates as a radar 
transponder in that pulsed r-f energy fed into 
the equipment results in a series of return 
echo pulses being fed back from the equip- 
ment to the radar under calibration. This 
simulates radar targets at accurately deter- 
mined ranges. 


PORTABLE CABLE TESTER Designed 
for testing all radio frequency cables that will 
accommodate, or can be adapted to, type 
“HN”, “N”, or “BNC” connectors. It will 
supply a d-c voltage up to 12,000 volts pro- 
vided the current drain is negligible, and 
current surges of at least 3,000 amperes peak 
into a load of 0.05 ohm at room temperature. 








ORE THAN 30 YEARS experience in 
electronic television bring you Farnsworth's 
model 600A standard Industrial Television 
system. Military and industrial uses of this great 
new medium are rapidly becoming 
common-place but only Farnsworth can offer 
you this experience plus the skills accumulated 
over years of successful design and 

























4 
nm... beyond the range of sight... 
production of complex military electronic 
equipment. In the air, on the sea, in the factory, 
in your business—there is a place for 
“ndustrial television in your future. 
Why not use the best? 


ELECTRONICS 
THE KEY TO 
AMAZING 





TOMORROWS 
~ rye? ens 
Applied Physics, Circuit 
Research, Solid State 
Physics, Low Temperature 
Physi > 
RESEARCH 

Transmitters and 


Receivers, Computers, 
Microwave Components, 
Pulse-Coding and Circuitry. 


Photomultipliers, Storage 
Tubes, Image Tubes, 
Infrared Tubes. 


ELECTRON 


Guidance and Control 
Systems, Test Equipment. 


dee 
ea Se 


FARNSWORTH ELECTRONICS COMPANY - FORT WAYNE, /NDIANA 





a division of International Telephone and Telegraph Corporation 
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NEW METHODS 
AND MATERIALS 


ANNESTA R. GARDNER 








Engineered fibers for 
strength and protection 


Building fabrics 
for industry’s needs 


Industry’s fall styles—in filters 
and insulation, work gloves and 
grinding wheels—will include all 
the newer synthetic fibers and glass 
and metal as well: 

Woven fabrics of nylon, Orlon, 
Dacron, Dynel, Teflon, Acrilan and 
Fiberglas for dust bags, tarpaulins, 
gaskets, and work clothing. 

Nylon, Dacron, Teflon, and 
Dynel felts for filters. 

Reinforcing fibers of all these; 
and glass, ceramics, and aluminum, 
too, .for industrial hose, conveyor 
belts and tires. Aluminum 
for instance, is being tested in truck 
tires as a means for increasing heat 
adding 


“ce 


yarn,” 


é 


dispersion as well as 
strength. 

Dacron and Dynel fleeces for 
paint rollers; and phenolic-bonded 
nylon padding for gaskets, insula- 
tion, and garment pads. 

There will be new fibers for in- 
dustry to evaluate as well: 

Celanese Corporation’s —high- 
strength regenerated cellulose yarn, 
Fortisan-36 is scheduled to be in 
commercial production by. the end 
of this year. Moderate quantities 
are now obtainable for experimental 
work on high-pressure hose, con- 
veyor belting and webbing, carpet 
backing, and the like. 

The new Celanese consumer 
fiber, Arnel (cellulose triacetate), 
is also eyeing the industrial field. 
Celanese reports that it has un- 
usually good electrical resistivity 
and heat resistance. It is said to 
stand short-term exposure to tem- 
peratures as high as 500° fahren- 
heit (its melting point is 572°); and 
long-term exposure to temperatures 


well above the boiling point. After 


SP: BAe 3 


two weeks’ at 266° fahrenheit, Cela- 
nese reports, Arnel retains 68 per 
cent of its strength, while cotton 
keeps only 38 per cent. 

In pilot plant production at 
American Viscose is a new fibrous 
rubber product, Filastic, a bonded 
web that can be cut, sewed, and 
stapled; and used for shoe cush- 
ions, padding and packing, and 
water-repellent covers. 

Avisco is also working on new 
process for producing ultra-fine syn- 
thetic fibers (down to a fraction of 
a micron) for gas filtration and 
other industrial uses. These Electro 
Microfibers, Avisco says, can be 
made from almost any of the syn- 
thetic materials. 

From Japan comes word of a 


polyvinyl alcohol fiber, now being: 
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turned out at a rate of more than 
10 million pounds a year. It’s said 
to be potentially low in cost and a 
possible substitute for cotton in a 
variety of applications. Its moisture 
absorption is high, but that might 
be an advantage for some special- 
ized uses. Half a dozen Japanese 
concerns are now making it; (pri- 
marily for clothing and household 
goods) but, so far, there are no 
American producers. 


Natural fibers 
are engineered, too 


It’s not just the synthetic fibers 


that are being improved these 
days. 
Old King Cotton, for instance, is 


being made stronger and more re- 





Abrasive wheels are among the many industrial products chat use engi- 
neered fibers to increase strength and durability. This Carboflex silicon 
carbide wheel uses glass fabric made by Hess, Goldsmith for reinforcement. 
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Science can’t replace 
HUMAN BEINGS 
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Science becomes 
science fiction when 
you expect if to replace 


human beings. 


You need a trained watchman, super- 
vised by a DETEX GUARDSMAN watch- 
clock system, to protect your plant. 
Because only a human being with 
eyes, ears and a nose can be alert to 
all the hazards that lead to trouble. 


The. GUARDSMAN supervises your 
watchman day and night, weekends 
and holidays, gives you a minute-by- 
minute check of his hourly inspection 
tours. Your watchman will welcome 
the GUARDSMAN because it proves his 
devotion to duty. You will welcome 
the GUARDSMAN because it gives you 
peace of mind, secure in the knowledge 
that a supervised watchman is exer- 
cising human vigilence in your behalf. 


The GUARDSMAN saves you money in 
supervisers’ overtime, cuts your in- 
surance premiums. If you are using a 
dial clock which is more than five 
years old, it is urgent that you mod- 
ernize with a GUARDSMAN. 






Detex Watchclock Corp. 
76 Varick Street 

New York 13, N. Y. 

[] Please send me complete informotion 


about the GUARDSMAN tape-recording 
watchclock. 

[] You may send a DETEX representative 
to make a free, no-obligation survey of 
ovr plant protection needs. 
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Wonderful things happen 


to your office 





when you choose chairs by 


STEELCASE 


. .. wonderful things like seeing 
how attractive your office looks, 
with chairs Sunshine Styled in 


nature’s most pleasing colors. 


... profitable things like watching 
how, in so many little ways, 
overall efficiency increases. 

... Satisfying things, such as the 
peace-of-mind you enjoy, knowing 


that every Steelcase chair you 





purchased is guaranteed to give 
100% satisfaction. Is it any 
wonder that for over 40 years,more 
people have bought Steelcase 


than any other make of steel chairs? 








FREE .. .“‘ Sunshine Styling” 
... the most unusual, most 
dramatic office furniture 
brochure ever created. 
Write Department A, or i 
ask your local authorized i 
Steelcase dealer. 





STEELCASE INC 


GRAND RAPIDS, MICHIGAN 


WHENEVER YOU WANT TO MAKE A GOOD OFFICE 
_- A LITTLE BETTER 











NEW METHODS continued 








sistant to attack by heat, mildew, 
and chemicals. Two new treat- 
ments for cotton are especially 
promising: acetylation and cyanoe- 
thylation. Among the organizations 
pushing research on such treat- 
ments are the Southern Regional 
Research Laboratory of the Depart- 
ment of Agriculture and the Insti- 
tute of Textile Technology. 

The Institute, working with 
American Cyanamid Company, has 
set up a large-scale cyanoethylation 
pilot plant at Rossville, Ga., and re- 
ports that its Azoton treated fibers 
are not only improved in all the re- 
spects noted above, but also have 
better electrical properties and wear 





Fancy pants for protection 


Precision equipment can’t always be 
located in protected areas. But it can 
be kept in good condition, and indus- 
trial textiles (see page 63) often do 
the trick. Axelson Manufacturing 
Company uses its Baldwin universal 
tester to inspect aircraft arresting 
hooks, and the machine had to be lo- 
cated in an area close to the plant foun- 
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resistance. Azoton fabrics are being 
tested in more than a score of prod- 
ucts, from awnings and fish nets 
to toweling and wearing apparel. 
Almost every natural fiber, as a 
matter of fact, is being engineered 
for new jobs. Tufflex (photograph, 
page 66) is one good example. This 
fiber product is now made in five 
grades and three densities, engi- 
neered for applications ranging 
from automobiles to ice buckets. 
Another natural fiber finding 
new jobs is sisalana, long used for 
rope, but now being incorporated 
in plastics laminates for both dec- 
orative and engineering use. They 
lend an interesting pattern to light 


dry. What to do about dust and dirt. 
Canvas “‘pantaloons” were the answer. 
The photograph shows how they slide 
down to protect the tension members. 
The machine itself is a 440,000-pound 
unit, equipped with both load-pacing 
and strain-pacing equipment, so tests 
can be made at either constant load or 
constant strain rates. 
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The impression you make there 





Better be sure 
she uses 


a ribbon by-- 


OUR LETTERS will be neater, clean- 
bee when they are typed with Old 
Town typewriter ribbons. These qual- 
ity-controlled ribbons are made from 
the finest inks and fabrics. They are 
self-renewing, wear uniformly and pro- 
duce clear, sharp characters at all 
times without blur or smudge. And 
your secretaries will appreciate the 
smooth, clean erasures. 

Another tip for neater correspond- 
ence... have your secretaries change 
their typewriter ribbons regularly. 
Tired, worn ribbons make the most 
sparkling letter dull reading. 
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depends on 
the impressions 


she makes here 











A FREE TYPEWRITER RIBBON FOR YOUR SECRETARY 


Prove to yourself that an Old ‘Town ribbon does make a 
difference in your correspondence. Simply have your secre- 
tary address her request to us on your company stationery 
stating the make and model of her typewriter and the kind 
of type—pica (large) or elite (small). We will send her, free 
of charge or obligation, an Old Town ribbon for her machine 
along with an interesting informative folder describing the 
various fabrics and inkings for typewriter ribbons and the 
uses for which each is designed. Write Old Town Corporation, 
345 Madison Avenue, New York 17, N. Y. Dept. DR-9 











World’s foremost maker of carbons, ribbons, 
duplicators and duplicating supplies 


TYPEWRITER RIBBONS 
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ONLY CHRYSLER MAKES OILITE® 


GASOLINE, WATER, DIRT 


Se 


Pour Water and Gasoline in this 
Tank—and the Car Will Run 


The OILITE permanent metal filter makes this gas tank different 
from that of most cars. Installed as standard equipment in all 
Chrysler-built cars since World War II, it not only prevents water 
from entering the fuel line but keeps out all foreign particles. 

Army Ordnance tests demonstrated its effectiveness. Experi- 
mental installations were made in a number of Army trucks 
using --(1) standard tube fuel intake (with filter at carburetor end 
of fuel line) (2) floating filter (3) OILITE filter. 

Two pints of ice crystals were put in the trucks’ fuel tanks. 
Those with the standard tube failed to operate after 10 seconds. 
Trucks with floating filters stopped after 14 minutes, while those 
equipped with OILITE filters continuea operating indefinitely 
without interruption, providing a steady flow of clean gasoline. 

OILITE fuel filters are good for the life of the car. The filter 
allows ample flow even with 98°; of the pores blocked. Tin plating 
prevents excessive gum deposits while the sloshing action in the 
tank keeps the surface clean. 

OILITE permanent metal filters can help you in many ways. 
They are unusually successful for depth filtering, diffusing, meter- 
ing, separating and flame arresting. 

The engineering facilities of Amplex and Chrysler, unmatched 
in the powder metal industry, are ready to assist you. Call or write 
today for information. Overseas Distribution—Chrysler Export. 


IT’S NEW! IT’S FREE! 


First complete information on self-lubricating 
bearings, finished machine parts, filters and 
other powder metal units. 52 pages. Write today 
for OILITE Engineering Manual E-55. 





In Powder Metallurgy... it’s Amplex 





CHRYSLER CORPORATION 
AMPLEX DIVISION 


Dept. W-9 Detroit 31, Michigan 
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diffusing screens, furniture panels, 
housings and cases. 

Why all this activity in synthetic 
and modified fibers? In part it re- 
flects industry’s recognition of the 
improvements in product quality 
and service life that can be achieved 
by engineering the fiber to the job. 
In part, it stems from the insatiable 
demand for materials that are better 
able to stand the temperatures, pres- 
sures. and chemical and electrical 


conditions modern 


imposed by 





Soft berth for the long haul 


How to protect delicate components 
from shock, moisture, and tampering 
on long trips to overseas users? That is 
a question many companies face. One 
company solves it for aircraft products 
with die-cut discs of Tufflex cushion- 
ing, a metal can, silica gel packets to 
absorb residual moisture, and a litmus 
paper indicator that shows at a glance 
whether or not the container has re- 
mained completely sealed. The upper 
photograph shows the first step in the 


Dar es 


product design and_ processing 
methods. With many of to-day’s 
new “electronic marvels” operating 
at temperatures well over 300° 
fahrenheit, and chemical processes 
demanding more flexible equip- 
ment that can stand concentrated 
acids and new organic solvents, the 
old materials just won’t do. But 
new fibers and fabrics like these 
can serve, and will. They’re engi- 
neered for the job. 

Continued on page 69 





packaging operation; the lower photo- 
graph, the various elements of the com- 
plete package. Tufflex, a cellulosic felt- 
ed fiber material made by Wood Con- 
version Company, St. Paul 1, Minn., 1s 
used for many other cushioning jobs, 
includ ng packaging of everything 
from foods to furniture for domestic 
shipment, and as garment pads, case- 
liners, and thermal and sound insula- 
tion. It can be made either water repel- 
lent or water absorbent. 
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The lady looks both ways 


From her Bedloe’s Island vantage 
point, Miss Liberty gets a seagull’s- 
eye view down a two-way thor- 
oughfare—an avenue of global im- 
that 
goods to overseas marts and for- 


portance carries American 
eign goods to our shores. 

Keeping traffic moving in both di- 
rections on this highway to world- 
wide ports is a big job for importers, 
exporters, shippers—and for banks, 
too. 

How does banking service—Chase 
Manhattan service—facilitate busi- 
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ness with other countries? Through 
its branches, representatives, and 
correspondents in all commercially 
important areas of the world, Chase 
Manhattan keeps in close touch 
with local conditions. Information 
is gathered, analyzed and promptly 
made available to customers. Then, 
in every step of the way from the 
initial financing of imports and 
exports through letter of credit ar- 
rangements, Chase Manhattan spe- 
cialists help bring foreign transac- 
tions to successful completion. 


If you do business abroad, or would 
like to, we'll be glad to show bow 
Chase 


facilities can help you. 


Manhattan experience and 


THE 


CHASE 


MANHATTAN 
BANK 


HEAD OFFICE: 18 Pine Street, New York 15 


Member Federal Deposit Insurance Corporation 
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good hooks that WONT Wea off 


value that can’t wear cut. / 





WRITE TODAY 


For These Publications 


1. SPECIAL STEELS FOR INDUSTRY 
. 16 pages of essential data on the proper 

selection and application of principal AL 
cial alloy products: stainless, tool and 

iveoties! steels and sintered carbides. 


2. PUBLICATION LIST . . . a complete 
listing of all AL publications, both technical 
and non-technical (over 100 in all), with a 
handy order. form for your convenience, 


ADDRESS DEPT. DR-69 














Stainless steel brightwork (ask about it on the car you buy!) has much 
more than surface attractiveness. It has built-in, t#meless beauty. Beauty 
that goes all the way through—doesn’t scratch off or rust off. Beauty that 
lasts—outlives the car itself. And beauty that’s practical . . . requires no 
weary polishing, just ordinary washing. 

In fact, wherever it’s used, Allegheny Metal delivers something extra 
in good looks, strength, service life and resistance to rust and wear. 
Even where its first cost is higher (and that’s not always the case) 
stainless steel usually costs much less in the end, because it lasts so 
much longer than other materials. 

Allegheny Metal has given thousands of products a competitive 
edge: all sorts of products, from safety pins to railroad trains. Maybe 
there’s a place in your business where it can boost sales appeal or re- 
duce costs. Let’s help you look. Allegheny Ludlum Steel Corporation, 
Oliver Building, Pittsburgh 22, Pa. 


Make it BETTER-and LONGER LASTING-with 


Allegheny Metal | 
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Warehouse stocks carried by all Ryerson steel plants 
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NEW MATERIALS 





Welding plastics 


to metals 








its new Ultralite Samsonite luggage 
(see March, page 112). 

Clad-Rex Steel Company is turn- 
ing out vinyl-clad steel and alu- 
minum sheeting for use as wain- 
scoting, counter topping, and truck 
and trailer paneling. It, too, has an 


Putting a smooth plastic face on 
a metal sheet—and making sure it 
will stay there—is not nearly as 
simple as it might seem. But a 
lot of progress has been made in 
recent months. Two Denver con- 
cerns, Shwayder Brothers, Inc., and 
Clad-Rex Steel Company have been 
among the pioneers. 

Shwayder Brothers, long a lead- 
ing luggage manufacturer, is bond- 
ing a protective and decorative 


almost-continuous production line, 
using Naugatuck Chemical’s “Mar- 
vibond” process, and “Marvinol” 
vinyl resin. 

Whether you want to make your 
vinyl overlay to magnesium case own or buy the prepared material, 


sheeting, and using the material in youll find these worth studying. 
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Close control of heat and pressure is Shwayder Brothers secret of suc- 
cess in bonding vinyl sheeting to magnesium for durable, attractive lug- 
gage cases. Control instruments are at left; laminating machine at right. 





Vinyl-clad steel and aluminum are produced commercially by Clad-Rex 
and sold in standard sheets, four by eight feet in size. They can be 
sheared, as here, or crimped, bent, drilled, or punched after cladding. 
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... Why don’t get 
WING Revolving Heaters? 











WING [___] 


=" REVOLVING "S 
io ee LUNIT *. | 
vA HEATER *. 

















OF HEAT! 
















Are your workers subjected to steady blasts 
of heat from suspended unit heaters with fixed 
discharge outlets? Are some uncomfortably 
hot while others are just as uncomfortably 
chilled? Wing Revolving discharge unit 
heaters are the logical solution to these 
important personnel problems. The heated air 
is discharged from slowly revolving outlets 
and this warm air stream caresses the workers 
in its circular path for a few seconds at a 
time, just enough to give a sensation of live, 
invigorating warmth. 


Factories heated by Wing Revolving Heaters 
are pleasant places to work. Convince your- 
self—try one. 


Write for a copy of Bulletin HR-6A. Use 
the coupon. 


L. J. Wing Mfo.Co. 315 Vreeland Mills Road, Linden, N. J. 


Factories: Linden, N. J. & Montreal, Can. 
In Europe: WANSON, Haren-Nord, Brussels, Belgiam 








L. J. Wing Mfg. Co., Linden, N. J. DR-9 
Please send me Bulletin HR-6A-Revolving Heaters 
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with a purpose 


Today, an almost endless parade of IBM 
punched cards serves business, industry, 
and government in widely varied roles—as 
vital aids in routine record keeping, as 
checks and money orders, airline tickets, 
utility bills, insurance premium notices, 
and many, many other kinds of account- 
ing documents. 

But even more significant than the part 
they play in your daily life—these millions 
of IBM punched cards are vital evidence 
of real progress in better business methods. 
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©IBM 


They represent the solution to practical 
business problems. 

IBM’s on-the-job experience and con- 
tinued progress in advanced equipment 
design are helping American industry 
work better and faster—at less cost. 


International Business Machines Corporation 
New York 22, N_Y. 
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THOMAS KENNY 


Here are brief reviews of the latest books of interest to management. 
Among these books, there is help on how to: 


® Make worry-free investments 


© Write better business reports in less time 


© Cut your working day down to four hours 


© Understand the new uses of psychology in industry 


© Improve public relations on a small-scale budget 


© Develop your executive skills 


@ Increase cost-consciousness among foremen 


Worry-free Investin g 


HOW TO LIVE WITH YOUR INVEST- 
MENTS fy Linhart Stearns. Simon and 
Schuster, 630 Fifth Avenue, New York 20, 
N. Y., 142 pages, $2.95. 


While investment advisers have 
not yet added the analyst’s couch 
to their ofhce furnishings, they 
sometimes find clients behaving 
like patients. Some happy investors 
are able to buy good stocks and 
forget about them, but there are 
many others who fret rather than 
forget. 

The author, a well-known invest- 
ment counsel, offers some valuable 
words of advice on how to add to 
your investments without approach- 
ing your emotional boiling point. 
In this rather unusual volume, he 
describes various kinds of invest- 
ments and discusses the manner in 
been 


which investors have 


able to re-assess their own motives, 


some 


revise their goals, and receive extra 
dividends of satisfaction. 


Good Reports 


REPORT WRITING, 4y John Ball and Cecil 
B. Williams. The Ronald Press Company, 
15 East 26th Street, New York 10, N. Y., 
407 pages, $4.75. 


In recent years, there has come 
a locust-swarm of business reports 
to consume the time of the busy 
executive. And with integrated 
data processing machines provid- 
ing more information for reports, 
this swarm seems likely to grow 
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much larger in the years to come. 

If all, or even most, reports could 
achieve the brevity and clarity of 
those included in this volume, there 
would certainly be immense savings 
in executive energy. Among the 
many aspects of the subject treated 
in detail are: gathering intorma- 
tion for a report, the form of pres- 
entation, the language level, visual 
aids, and even semantics. 

While executives are certainly 
not expected to write with the liter- 
ary skill of an essayist, they are con- 
tinually called upon to put their 
thoughts into clear, concise reports. 
Since fledgling management men 
sometimes find that their progress 
hinges upon the preparation of re- 
ports, this would be a valuable ad- 
dition to the trainee’s bookshelf. 


The Four-Hour Da Yy 


HOW TO MAKE YOUR LIVING IN 
FOUR HOURS A DAY dy William |]. 
Reilly. Harper and Brothers, 49 East 33rd 
Street, New York 16, N. Y., 118 pages, 
$2.50. 


This new volume by a _ well- 
known career consultant is not a 
plea for idleness, nor is it an at- 
tempt to prepare for the shorter 
work-day for which some unions 
are striving. Rather it is a consid- 
ered plan for decreasing strain and 
effort while increasing productivity. 

It is particularly pertinent for 
those people—executives, profes- 
sionals, and small business men— 
who are not paid for the hours they 
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put in but for their ability to create 
ideas and solve problems. The au- 
thor discusses the methods for 
sharpening these abilities so as to 
produce more in less time, thus en- 
abling the executive to step off the 
treadmill before the too-frequent 
heart attack. He includes stories 
about management men and others 
who have successfully made the 
transition to the four-hour day with- 


out feeling guilty about it. 


To Understand Employees 


PSYCHOLOGY IN 
man R. F. Mater. 

pany, 2 Park Street, Boston 7, 
pages, $7.50. 


INDUSTRY, 4y Nor- 
Houghton Mifflin Com- 
Mass., 678 


One of the frontiers of industry 
is the application of psychology to 
the day-to-day conditions in the 
plant. To make the average job 
more satisfying to the employee and 
more profitable to the employer, 
some companies have applied the 
latest findings of social and clinical 
psychology. However, most compa- 
nies limit their use of psychology 
to the selection of personnel, merit 
rating, and job analysis. 

The function of psychology in 
these three areas plus such others 
as job satisfaction, labor relations, 
safety, productivity, conferences, 
and interpersonal relations, is de- 
scribed in detail in this encompass- 
ing volume by a practising psycholo- 
gist, as he takes you on a tour of 
this frontier of industry. 

All supervisors, from foremen 
to company presidents, will find 
many valuable insights about their 
main function—working through 


people. 


Watching Wildcatters 


SPEAK TO THE EARTH, 4y Max Miller. 
Appleton-Century-Crofts, Inc., 35 West 32nd 
Street, New York 1, N. Y., 310 pages, 
$3.75. 

This delightful informal history 
of oil proves that a volume on one 
industry need not be of interest 
to only those in that industry. 
Through a deft style and a flair for 
fascinating anecdotes, the author 
has re-created the rollicking flavor 
of the industry which has produced 
more than its share of millionaires. 
However, this book is more than 
merely a paean to the titans who 
rose with the gushers. It touches 
upon legends, superstitions, geol- 
ogy, and the future of oil. 

Reviews continue on page 7 








Now—Volume die production 


brings new manufacturing 
economy! Leaders in automotive, 
aircraft and forging industries 
profit from CUSTOM DIE’S 


proven low-cost dies for 


e forging 
© casting 
e drawing 
e forming 
° stamping 
© extruding 


Write for full pa:ticvlars 
Dept. B 


CUSTOM DIE COMPANY 


619 May Street 
Lansing, Michigan 
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WHY A TURN-KEY PROJECT IS BEST FOR YOU 





A Turn-Key project is a “packaged”’ service that combines engineering and 
construction in a single contract . . . and that may include other services such 
as preliminary investigations, studies and site selection, procurement of 
materials and equipment, initial operation of the finished plant. 


Advantages to you: 


LESS COST: Who is better qualified to construct a project 
than the firm that designs it? In a Turn-Key project 
one organization performs both engineering and con- 
struction services; details are handled quickly, efficiently 
—therefore more economically. 


LESS TIME: Excavation can be made and foundations 
started several months prior to the release of the 
Engineer’s completed design drawings and speci- 
fications. Construction follows blue prints—promptly. 
This scheduling of design and procurement to meet 
construction requirements permits the project to 
advance in an unbroken sequence—setting the stage 
for a faster delivery of the completed plant. 


MORE SERVICE: One contract gives you complete service— 
no question about responsibility. Thus you have better 
control and more closely integrated planning. 






We offer you engineering and construction services separately 
but suggest you consider combining them into a Turn-Key 
project that will save you both time and money. Write today for 
this free booklet describing the advantages in detail. 


engineers « constructors 


1200 North Broad Street * Philadelphia 21, Penna. 
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A Place to Start 


SELECTED READING LIST ON HUMAN 
RELATIONS IN MANAGEMENT, 4y Roéd- 
ert Teviot Livingston and others. Research 
Service, 353 West 57th Street, New York 
19, N. Y., 32 pages, $3.00. 


Here is a reading and _ study 
guide for the executive who would 
get to the roots of human relations 
problems. It includes 228 annotated 
listings which have been culled 
from the thousands of books and 
articles recently devoted to the sub- 
ject. The job of selection was done 
by an editorial board of university 
consultants, 


professors, industrial 


and executives. 


This Wraps it up 


KNOW YOUR PACKAGING MATERI- 
ALS, /y the American Management Assocta- 
tion, 330 West 42nd Street, New York 36, 
N. Y., 123 pages, $1.75. 


A booklet to 
eighteen papers presented at the 


bring together 
Packaging Conference conducted 
by the AMA in Chicago a few 
months ago. They range over a 
considerable variety of packaging 
materials—-some of them verv new 
detail 
along with the method of manu- 


-which are described in 
facture, properties, and particular 
applications of each. Some of the 
materials included are foils, paper, 
films, boxboard, and plastics. 


Words at Work 


ORAL COMMUNICATION IN BUSINESS 
hy David C. Phillips. McGraw-Hill Book 
Company, 330 West 42nd Street, New York 
36, N. Y., 229 pages, $3.75. 


This easy-to-read refresher offers 
specific directions for improving 
the technique of talking, an act on 
which business success frequently 
hinges. By including examples from 
the experiences of many companies. 
the author shows you how to im- 
prove your next speech, conference, 
sales meeting, interview, and even 
television appearance. 


To Create Good Will 


PUBLIC RELATIONS—HANDBOOK OF 
ANSWERS, fy Carroll Lake, Universal 
Books, Inc., 401 Northeast Second Avenue, 
Miami 32, Fla., 157 pages, $1. 


Out of his thirty years’ experi- 
ence in newspapers and public rela- 
tions, the author has written a 
compact, little volume especially 
for the small business man. It de- 
tails the techniques employed to 
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get your story across to the public 
and to add to that invaluable asset, 
good will. 


More Skillful Executives 


DEVELOPING YOUR EXECUTIVE 
SKILLS 4y Auren Uris. McGraw-Hill Book 
Company 330 West 42nd Street, New York 
96, N. Y., 288 pages, $3.50. 


A do-it-yourself manual based 
on the work of the Research Insti- 
tute of America. Practical as a key, 
it is notable for its avoidance of 
glittering generalities. The author 
has included specific, how-to-do-it 
information on such topics as deci- 
sion-making, planning, problem- 
solving, communications, human 
relations, improvement, 


and other ingredients of executive 


memory 


SUCCESS. 


Cuttin g Costs 


FOREMEN CAN CONTROL COSTS Ay 
Phil Carroll. McGraw-Hill Book Company, 
$30 West 42nd Street, New York 36, N. Y.., 


9795 » 2 
Lid pages, Dd. 


This useful volume demonstrates 
how those closest to production Op- 
erations can reduce costs. It pro- 
vides detailed directions for rec- 
ognizing and dealing with cost 


problems on the supervisory level. 


Sound A pproach 


AN ANNOTATED BIBLIOGRAPHY ON 
NOISE, ITS MEASUREMENT, EFFECTS, 
AND CONTROL. Industrial Hygiene 
Foundation, Mellon Institute, 4400 Fifth 
Avenue, Pittsburgh 13, Pa., 364 pages, 
$7.50. 


This descriptive listing of books 
and articles on noise includes 2,336 
items which have been gathered in 
a systematic survey of the volumi 
nous literature on the subject. Pre- 
pared for executives, engineers, and 
physicians concerned with excessive 
noise, it offers a sound starting 
place for considering the problem 
of debilitating decibels. 


Tested Techniques 


HANDBOOK OF INDUSTRIAL ENGI- 
NEERING AND MANAGEMENT, edited 
by W. Grant Ireson and Eugene L. Grant. 


Prentice-Hall, Inc., 70 Fifth Avenue, New 
York 11, N.Y., 1,203 pages, $16. 


Seventeen experts provide details 
on tested techniques for plant op- 
erations, including such areas as 
motion study, production control, 
job evaluation, layout, tool engi- 
neering, safety, and hygiene. 
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Styled by .. : 
Charles E. Jones & Assoc. "a a 


The secret to the world’s easiest copying 


DIAL-A-MATIC 


Now Get instant photocopies of anything written, printed, 
typed, drawn or photographed right in your own office. 


method is in the dial. Amazing newly de- 
signed automatic copy control assures per- 
fect copies every time. Just set the dial to 
the type of copies you want—your copies 


Turn the dial . . . get the clearest, fastest 
most convenient copy of anything. It’s the 
new all electric Apeco Dial-A-Matic Auto- 
Stat with revolutionary finger tip dial con- 
trol. It’s light weight for easy portability 
... compact to fit on the corner of any desk 
and is styled in polished and satin finish 


Have You Read This 


e NEW BOOK? 


Mail This 
= AIR MAIL 


stainless steel. It copies any original up to 
15” wide, any length or color on opaque 
or transparent paper—printed on one or 
both sides. The Apeco Dial-A-Matic Auto- 
Stat offers hundreds of money and time 
Saving uses at a price well within the 
budget of even the smallest firm. 





1920 West Peterson Ave. 
Chicago 26, Ili. 


are ready in seconds. 


Delivered with Lifetime 
Service Guarantee 





AMERICAN PHOTOCOPY EQUIPMENT CO. (Dept. DR-95) / 


& 


Rush me, without obligation, your free book on 


new Apeco Dial-A-Matic Auto-Stat copying. | 
understand this factual report will show me how 
I can increase the efficiency of my business, speed 


work output. 


NAM 


Postage Paid Card sone 


For your FREE BOOK CITY 


in Canada: Apeco of Canada, Ltd., 134 Park Lawn Rd. Toronto, Ont. 


This Card Tears Out 





(See other side) 


AMERICAN PHOTOCOPY EQUIPMENT CO. 


Chicago 26, Ill. 
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Easiest Way Ever 
To Speed Up Routine 
Office Copying! 
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easiest way ever 


New FREE BOOK tells you how! 


Your free copy of this new book is jammed- factual report on this important new copying 
packed with pictures and details about this invention. You will find out how you can save 
revolutionary new copying method. Tells what 
Apeco Dial-A-Matic Auto-Stat copies are and 
how you can use these copies in your business. 
You as well as every executive member of your ‘Shipping and receiving and hundreds of other 


staff, should read this worthwhile informative, ways to increase the efficiency of your business. 
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FIRST CLASS 

Permit No. 26670 

(Sec. 34.9 P.L.&R.) 
Chicago 26, Ill. 


time and money by speeding production, by 
cutting costly office paper work, by expediting 
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Your guide to 


BETTER HANDLING 


Youve GOT a plant full of 
trucks, cranes and conveyors. Hand trucks. Lift 
trucks. Overhead cranes. Telescoping booms. 
Roller conveyors. Slat conveyors. Belt conveyors. 
New ones, too. You have good operators. The 
best in town. You pay them well. 

Do you need to worry about materials han- 
dling? 

Unless your plant is the exception that proves 
the rule; you do. 

Perhaps your equipment zs new—purchased 
within the past five years. But are you still mak- 
ing the same product in the same way you did 
five years ago? Changes in product design and 
production methods can make a handling system 
obsolete even if the equipment is still in top 
condition, and even if installation of new equip- 
ment will not save a single man-hour. 

For instance, in the days when mixing a batch 
of rubber or cake four took fifteen minutes or 
more, it was easy for the machine operator to 
get the next batch ready while he waited for 
the mixer to do its job. But to-day’s machines 
turn out a batch every five minutes—or every 
minute; and no man can keep up with them 
without the aid of automatic feeding equipment. 

The same is true of the big multi-operation 
transfer machines used in metal working. 
They’re much too costly to be allowed to shut 
down simply because materials are not on hand, 
or finished parts removed fast enough. If mate- 
rials handling breaks down here, production 
stops dead in its tracks, and costs pile up like a 
wind-whipped sand dune. No wonder the plants 
that use these machines are so interested in auto- 
matic handling, or automation. 

But efficient handling of materials is important 
to every plant—large or small—and to every in- 
dustry. No matter what the product, manufac- 
ture and distribution are to-day largely a matter 
of moving, lifting, and feeding materials. Materi- 
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Eight steps to success...... 76 
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How new materials help... 89 
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Executive checklists 


Outlining the problem....... 93 
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Safeguarding products and 
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Training for better handling. 102 
Curbing maintenance costs . 109 











als handling problems start long before materials 
arrive at the manufacturing plant, and continue 
long after the finished product leaves. The form 
in which raw materials are prepared and the way 
they are shipped, for instance, make a big dif- 
ference in the cost of handling in the receiving 
plant. 

When pallets are used for in-plant handling, 
it can save hours and even days to have ma- 
terials palletized by the supplier. 

If materials are handled in bulk, it may pay 
to have them shipped in hopper-bottom LCL 
bins that can be lifted right on to processing 
machines and used as feeding devices. One com- 
pany which tried this system reports that it not 
only cuts ten hours from car-unloading time, 
but also simplifies inventory and virtually elimi- 
nates product contamination. Furthermore, new 
containers (see page 89) are either collapsible or 
are designed to travel as part of the freight car 
itself, so return charges are negligible. 
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The opportunities for cost reduction through 
better handling are almost unlimited. But far 
too many managers fail to take advantage of 
them, simply because they don’t know how 
much poor handling costs. 

The cost of handling any product is a lot like 
an iceberg. The part that’s easy to see—charges 
for labor, equipment, and so on—are but a frac- 
tion of the total cost. Far greater are the costs of 
lost production time when needed materials are 
not delivered to machines; the damage to equip- 
ment, products, and materials caused by im- 
proper handling; and the risks to future sales 
because customers don’t get what they want 
when they want it. 

Unless or until management has complete facts 
and figures on costs like these, it can never be 
sure that any materials handling system is as 
good as it could be. 

How then, can one get the facts, and what 
can be done about them? 

It’s not hard. Much of the data is already 
available in the accounting department—infor- 
mation on demurrage charges, scrap and rework, 
and other indicators of poor handling practise. 
Operation recorders installed on production ma- 
chines will pinpoint downtime. If materials 
handling is to blame, deliveries can be speeded 
by installing two-way radios and other commu- — 
nications aids so materials handlers won't have 
to return to home base for instructions; setting 
up prescribed shortest-distance routes for travel 
through the plant; improving scheduling and 
ordering systems and planning deliveries of in- 
coming supplies. Other simple but effective 
methods are described on the following pages. 

To-day, the handling of materials offers man- 
agement one of its last great frontiers for cost- 
cutting. The equipment and methods are ready 
for the job. Are you taking advantage of them? 

Continued on page 76 
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BETTER 


HANDLING 


, 
No PLANT is too old to im- 
prove its handling systems, and few are too new. 
Technology is moving fast, and materials han- 
dling must move with it. It’s safe to say that 
few handling systems are as good as they should 
be unless they've been changed—and changed 
radically—within the past five years. 

In many companies, for instance, production 
has doubled or tripled in this period. How can 
a handling system that was barely adequate five 
years ago be expected to do an efhcient job now? 
The handling equipment may still be good, but 
it is hardly likely to have the needed speed or 
capacity. 

What, then, is management’s job? How can 
management find the areas most in need of im- 
provement, and what should be done about 
them? 

The eight steps listed above can serve as a 
guide. The photographs below show how one 
company implements them, with basic research 
and proper use of equipment. The checklists and 
picture stories on the following pages cover spe- 


cific problems and solutions. 


Perhaps the greatest need to-day is for man- 





Research can bring many improvements in handling methods. Here, 
DuPont technician studies effort involved in stacking bags to various heights. 
Multiple exposures show motion pattern, instruments measure fatigue. 
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SETTING the STAGE 


agement to change its attitude towards materials 
handling. As the survey on page 80 indicates, far 
too many executives seem to view it with too 
much complacency, or too little hope. Neither 
attitude is really justified. 

Those who feel that they now have the best 
plant and equipment available, and can afford 
to wait for new developments, had better look 
again to make sure. Several survey respondents, 
for example, indicated that they would like to 
have electronically-controlled warehouse equip- 
ment if it were avatlable. The tact is, such 
equipment is available—much of it introduced 
only within the past year. There are remote- 
control units for conveyors and cranes (see 
page 91), and even an electronically-guided 
tractor that will move throughout the plant, 
stopping and starting 
by itself. 

Those who think 
that their plants are so 
old and in such bad 
condition that new 
handling equipment 
can't be installed can 


to mancuver. 
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hind new solutions, too. Floors can be reinforced: 
lighter-weight equipment can be bought; and 
so on. 

If there is no room for extra elevators and 
conveyors inside the plant, maybe it would be 
possible to put them outside—between buildings 
(by roofing over the space between adjacent 
structures) or up the side wall. 

If lack of aisle space seems to prohibit use of 
fork trucks—and therefore of lower-cost palle- 
tized handling—new, smaller hydraulic lifters 
and turn-on-a-dime fork trucks, or new grapples 
and attachments that make it possible to handle 
pallets with overhead cranes and hoists may 
solve the problem. 

Perhaps the problem is not the building, but 
the budget. What can be done then? Several ap- 
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Flexibility of handling is assured in new DuPont Mylar polyester film plant 
by providing many sizes and types of equipment and plenty of space in which 
Here, overhead equipment ts effectively used to handle rolls. 
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for SAVINGS 


proaches are possible. Old equipment can be 
traded in, or used to supplement the new. Ma- 
chines can be leased for the present instead of 
being purchased. Or, the handling methods can 
be improved on a gradual basis, following an 
over-all plan, instead of trying to do the whole 
thing at once. 

In many cases, the latter method is the best 
even when a complete changeover is within the 
range of the company’s capabilities. 

Robert Hall, for instance, is a leading manu- 
facturer and retailer of clothing. Its volume is 
high and its resources large. Yet, when it built 
its new ofhce building and warehouse in New 
York, it did not try to make an immediate jump 
from its old manual handling system to a com- 
pletely automatic one. Instead, it took the logical 


- 


Special equipment is provided where handling problem and amount han- 
dled justify its use. This section of Mylar plant is specifically designed and 
equipped for handling and storing large rolls of film effectively, safely. 
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2. Find the best equipment. 
3. Provide enough of it. 


6. Keep it in good condition. 





§ BASIC RULES 


1. Know the job to be done—its size, scope, variations. 
4. Give it good conditions under which to work. 
5. Train operators to use it properly. 


7. Back it up with the supporting services it needs. 
8. Be ready to replace it when conditions change. 











first step: converting from push-type floor racks 
to hangers suspended from overhead rails (see 
page 91). These are still moved by hand, but 
they’re a lot easier to move, and they give the 
company a chance to try out a radically-new 
handling system before spending a lot on auto 
matic controls. 

It must also be recognized that, despite all the 
latest advances, some jobs are still most e€co- 
nomically done by hand. In the building indus- 
try for instance, William L. Crow, president of 
Crow Construction Company, points out that 
use of cranes in erecting building frameworks 
is not only good but essential practise. The iron 
workers, putting up the framework, are working 
out in the open. There is nothing but blue sky 
above them, and there is plenty of room for a 
crane to maneuver. 

When it comes to 
raising and_ erecting 
the form lumber used 
for placing concrete, 
though, it’s a different 
story. Now the space 
is rooted-over. No 


ee | 


chance for a crane to get in; and construction 
mechanized conveyors for a temporary job like 
this would be fantastically expensive. So, out- 
moded and wasteful as it may seem, the old 
system of passing planks upward one by one 
remains the economical choice. 

Even in the most modern, automated auto- 
mobile plants, it isn’t practical to mechanize 
every job. Some of the big transfer machines, 
for instance, are still ted by hand. Why? The 
price tag on the equipment necessary to do this 
job automatically is just too high. 

But most decisions in regard to materials han 
dling are not a matter of either-or. Perhaps it 
does not pay to install a fixed, powered conveyor, 
but it may well be worthwhile to invest in one 
of the new, lightweight portable units that can 
serve in many areas of the plant. Maybe a tray 
eling crane isn’t needed, but a small overhead 
hoist would help. 

Each problem, in other words, must be stud 
ied on its own. The important thing is for man 
agement to recognize that materials handling is 
a problem, and to plan for it on a long-term basis. 

Continued on page 80 





Live storage system keeps products out of harm's way; yet makes them 
readily accessible when needed; saves space and time. Shelves are trough- 
shaped to keep rolls from slipping off. This is Mylar film slitting room. 
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100K at Reo. like 


ese Buffalo Bulk Cement Haulers looked and bought — 2 
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-theydid in Buffalo 


here’s what they ay: 





Left to right: Gene Schwartz, Oscar 
Wohlhueter, August Deuchlar, own- 
ers of Concrete Delivery Co., Inc., 

Lackawanna, New York. Oscar 
Wohlhueter, President, states— 
“These Reo Model A-603s powered 
by your V-8 220 H.P. engine are the 
finest we have ever owned .. . re- 
markable performance and economy. 

Our drivers report the V-8 goes up 
grades in 1 to 1% higher gears than 
any they have driven.’ 





E. F. Carlson, President, Carlson 
Truck Service, Inc., Buffalo, says 
“Ours is one of the toughest kinds of 
trucking there is, stop and go, short 
hauls with heavy loads up to 40,000 
pounds. 

We have been using Reos since 
1952 and our first units have acquired 
over 100,000 miles without a major 
overhaul. Our records show con- 
clusively that Reo Tractors are a 
major factor in holding down our 
cost per mile.”’ 





Robert C. Schutt, President, John 
Schutt, Jr., Inc., Buffalo, reports— 
“‘We are very pleased with the per- 
formance of our Model A703 Reo 
powered by your 220 H.P. V-8. 
Average fuel mileage is 5.25 M.P.G. 

Anthony Palmer is one of our 
drivers. He says he is amazed at the 
driver comfort, the maneuverability 
and the power-plus that this Reo has.”’ 














and your next truck 
will be REO, too! 


REO has the most complete advanced line of heavy- and medium- 
duty truck engines available today—with both short stroke design and revo- 
lutionary wet-sleeve construction. Choice of V-8s or sixes, gas or LPG. Pound 
for pound Reo Gold Comet V-8s are the most powerful heavy-duty truck 
engines ever built, actually delivering a startling '» h.p. per cu. in. displace- 
ment—as much as 35% above the industry average. 





REO features the conventional type ‘“‘full comfort’’ cab in its entire 
V-8 line. Only 96” (front-of-bumper-to-back-of-cab), it permits hauling of 
35’ square nose trailer within 45’ overall. 


REO designs its own engines and backs every one it builds with a 
100,000 Mile or 1 Year Warranty, whether in new Reo Trucks or for replace- 
ment in other makes. No other manufacturer gives you such positive 
assurance of outstanding performance. 





REO knocks out high overhaul costs and downtime loss with built-in 
engine features, like wet-sleeve construction, that permit complete overhaul! 
in as few as 15 hours. Complete overhaul kits cost as little as $169.47 (list). 


R EO builds trucks that are “‘commodity engineered”’ at the factory to 


meet your specific needs, thereby assuring you of lowest possible cost of 


operation . . . trucks built for truckers by truck specialists. 


LOOK AT REO! Ride in one—drive one—an amazing “‘new concept’”’ 
in live-wire, big truck performance awaits your discovery. Look 
under ‘‘R’”’ in your telephone book and call your Reo branch or 
distributor today. 


WATCH REO ROLL 


REO MOTORS, INC. 


Lansing 20, Mich. * Toronto, Ontario 











SUBSIDIARY OF BOHN ALUMINUM AND BRASS CORPORATION 


WORLD'S TOUGHEST TRUCK 


TRUCKS, BUSES AND GOLD COMET 
ENGINES FOR ORIGINAL EQUIPMENT, 
INDUSTRIAL AND REPLACEMENT— 
GAS OR LPG. 
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New KD carton pack 
eliminates 78 handlings 


This plant formerly received KD cartons in rope-tied bundles. To move 20 
bundles by hand truck from receiving dock to the packing lines, via the 
warehouse, required 80 manual handlings in all. 

To reduce the number of handlings, Signode engineers developed a new 
method of packaging. Cartons, equivalent in number to 20 rope-tied bundles, 
were unitized on a Signode Addison-Semmes expendable pallet. Now when 
cartons are received, a fork lift truck delivers the strapped pallets in two 
handiings—(1) to the warehouse, and finally, (2) to the packing lines. 

Thanks to the stability of the strapped pallet load and the high lift of the fork 
truck, cartons are now stacked twice as high, thus saving 50% of floor space. 

Signode unitizing methods can reduce the cost of packing, handling and 
storage. Ask to have our fieldmen survey your operations. Write today. 


Signode Addison-Semmes expendable 
pallets will continue to be made by 
the former Addison-Semmes licensees 
—a selected, nation-wide group 
of fibreboard container manufacturers. 








2665 N. Western Ave., Chicago 47, Ill. 


Offices Coast to Coast. Foreign Subsidiaries and Distributors World-wide 
in Conada: Canadian Steel Strapping Co., Ltd., Montreal © Toronto 
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HANDLING 


Users tell their plans and needs 


Management is satisfied—perhaps 
too satisfied—with present-day ma- 
tcrials handling methods and equip- 
ment. 

That conclusion and warning are 
among the results of a DR&MI sur- 
vey covering more than a hundred 
manufacturing and 
plants. 


distributing 


The questions were: 

1. What equipment do you 
now have? 

2. How old is it? (“Is most of 
your equipment less than five, five 
tc ten, ten to fifteen, or more than 
fifteen years old?”) 

3. What is wrong with it? 
(“Do you find present-day materi- 
als handling equipment seriously 
lacking in versatility, maneuver- 


ability, capacity, ease of mainte- 
nance, safety, or other important 
qualities ?”’) 

4. What is the biggest hand- 
ling problem in your plant to- 
day? 

5. What equipment is need- 
ed to solve it? 

6. Who will see that it is 
bought? (“What are the titles or 
positions of the men who decide 
what handling equipment is need- 
ed, decide what brand to buy, au- 
thorize the purchase ?”’) 

The answers were eye-openers in 
many respects: 

They point up, first of all, the 
tremendous scope of industry’s 
modernization programs in the past 
ten years. As the chart below shows, 





How old is the equipment they now have? 


Most of this equipment . . . is in this age group 
in per cent of companies indicated 


less than 
{} 5 years old 


5 to 10 
years old 


over 10 
years old 





CONVEYORS 





Powered 35 58 6 

Free 47 4] 12 
TRUCKS 

Powered 56 40 4 


Hand he 


5] 23 





CRANES 
Yard 35 


Plant 3I 


35 30 
42 27 





HOISTS 4| 





45 14 














Young in years, but often outdated in job suitability—that is the picture 
of sidee’s handling equipment as it emerges from survey replies. Note how - - 
few plants report large amounts of equipment in the over-ten-year bracket. 
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obsolescence, in the usual sense, has 
almost ceased to be a problem. This 
is true in small companies as well 
as large. (Of the companies reply- 
ing, about half fell in the 100- to 
1,000-employee group, with nearly 
equal numbers above and below.) 

A breakdown of replies to Ques- 
tion 2 (chart below) shows that 
companies with less than a hundred 
employees have, if anything, more 
new equipment than those with 
over 1,000 employees. 

For instance, more than 70 per 
cent of the small companies using 
powered trucks say most of their 
equipment is less than five years 
old; while only 44 per cent of the 
large ones do. 

It is not surprising, then, to find 
that management is pretty well 
satished with the equipment now in 
use, and with present handling sys- 
tems. Better than 50 per cent report 
no major unsolved handling prob- 
lems, and 65 per cent had no serious 
criticisms of present-day handling 
equipment. A goodly number did, 
however, mention new devices 
they'd like to have. 

Does this happy picture mean in- 
dustry has nothing to worry about, 
needs no new equipment, and 
wouldn’t buy improved machines if 
they were available? Far from it. 


First, it is clear from the replies 
that, in a good many cases, the men 
on the firing line recognize the need 
for additional equipment, but have 
not been able to get top manage- 
ment authorization to purchase it. 
Ir: some cases this may be because 
the requests are out of line; but in 
others it is very likely that top man- 
agement simply has not been sold 
on the advantages of having enough 
of the right kind of materials 
handling equipment in the plant. 

Second, some companies recog- 
nize a need for new equipment of a 
specific type, wish they had it, but 
are unaware that it is actually on 
the market. Several, for instance, 
said they'd like to have automati- 
cally-controlled warehousing equip- 
ment if it were available. The fact 
is, as the pictures on page 91 show, 
it zs available. Developments in the 
past few years have turned dreams 
into realities. But those who've 
turned the engineering feat appar- 
ently have not done as well at pub- 
licizing their achievements. 

Third, the companies which do 
have handling problems, and do 
find present-day equipment serious- 
ly lacking in one or more respects, 
still constitute 35 per cent of the 
total, and their comments are well 
worth noting. They were not just 





Who will decide what to buy? 


These individuals participate . . in these decisions 


in per cent of companies indicated 


what equipment 
LI} is needed 


what brand purchase 


to buy authorization 





President 
Vice-president 7 


19 49 





General manager 
Works manager 29 


26 34 





Production manager 45 
Superintendent 


38 23 





Engineer 50 


46 i4 





Purchasing Agent 3 





16 8 











Many people participate in materials handling decisions, bur final author- 
ization of purchases is usually top management's responsibility. The table 
shows which individuals most frequently participate in each decision. 
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EASIEST, MOST EFFICIENT 
METHOD EVER DEVISED FOR 
ADDRESSING SHIPMENTS 


Imagine—no labels or tags to pre- a small Weber handprinter and an 
pare and apply, no bulky stencil inexpensive, paper stencil. Siencil 





boards to cut, no expensive equip- is cut on a typewriter—separately 
ment to buy. It’s so simple: A’ or as by-product of your shipping 
“label-frame” is preprinted on the paperwork. A clean, fast, systematic 
cartons by the carton manufacturer. operation. Very inexpensive. (Hand- 
The ship-to address is imprinted on printer costs just $14.50.) Get all 


the cartons within the frames with the details. Clip the coupon. 


Weber Marking Systems 
Weber Division of Weber Addressing Machine Co. 


Mount Prospect, Illinois 








-----—---------------------5 


MAIL THIS COUPON 


WEBER MARKING SYSTEMS 

Division of Weber Addressing Machine Co. 
Dept. 3-! 

Mount Prospect, Illinois 


COMPANY__ 





INDIVIDUAL POSITION 





for complete information on 
the Weber Direct-To-Con- CITY. 
tainer Addressing Systems 


ZONE STATE__ 





: 

| 

7 ADDRESS_ Fabia 
| 
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General Box containers are engineered 
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for easier materials and product handling 


Strong, light, rugged—Generalift pallet boxes and 
General wirebounds save shipping weight and money. 
But what makes them tops for your needs is custom en- 
gineering by General Box. They’re designed to become a 
part of the handling operation with details like skid 
bases for fork-lift pickup, sturdy construction for stacking 
strength, balanced designs for loading and handling, 
special top cleats for finger-lift handling, quick, easy 
closing for assembly line packaging. 

General’s design specialists, with completely equipped 
design and testing laboratories at their disposal, con- 
sider your materials, products, handling methods .. . then 
design the box with the most utility ... least cost. 


ENGINEERED CONTAINERS FOR EVERY SHIPPING NEED 
e Wirebound Crates and Boxes @ Generalift Pallet Boxes e Corrugated 
Fiber Boxes @ Cleated Corrugated and Watkins-Type Boxes @ Stitched 
Panel Crates @ All-bound Boxes 


Take advantage of the unexcelled container engineer- 
ing service offered by General Box. Fastest, easiest way is 
to let us send a man. Ask for free copy of illustrated 
Pallet Box issue of “General Box.” 


Factories: Cincinnati; Denville, N. J.; East 
St. Louis; Detroit; Kansas City; Louisville; 
Milwaukee; Sheboygan; Winchendon, 
Mass.; General Box Company of Missis- 
sippi, Meridian, Miss.; Continental Box 
Company, Inc., Houston. 


Genetal Box 


1813 Miner Street, Des Plaines, Illinois 


* * * * 
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Weld -Bilt 


CONVEYOR-LIFT. 
ELEVATORS 
ofecd you 





One of three Weld-Bilt elevators 
in the automatic plant of a lead- 
ing Television Manufacturer 


“Weld-Bilt’ 


PRODUCTS 


WEST BEND CQUIPMENT CORP, WEST GENO W's 





Here’s a great time and man-saver where 
production flow demands multiple-level 
conveyor systems... It’s a new Weld- 
Bilt development in AUTOMATIC 
Conveyor-Lift Elevators. Lifts or lowers 
packages or parts from one level to 
another, automatically selecting and 
lifting certain packages, passing others, 
if desired. Power rollers on lifting plat- 
form move load off in any required di- 
rection. All this is done without manual 
attention, to keep your production 
moving swiftly, without interruption. 


The Weld-Bilt Automatic Conveyor- 
Lift can be built to any designed capa- 
city, any height, with controls to han- 
dle any situation or need. Write today 
for details—or the services of a Weld- 
Bilt materials handling engineer. You'll 
save money, time, labor. Let us prove 
it! 








WEST BEND EQUIPMENT 
CORPORATION 


Materials Handling Eng 


303 WATER STREET, WEST BEND, WISCONSIN 
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carping. Their gripes were carefully 
thought out, specific, and obviously 
justified by their experiences. 

Industrial trucks bore the brunt 
of the complaints, as they did in a 
similar survey three years ago (see 
Mopern INpustry, May 1953, page 
45). Nearly 50 per cent of com- 
panies in which trucks play a major 
role in materials handling registered 
one or more points of dissatisfac- 
tion; while less than 10 per cent of 
crane, hoist, and conveyor users 
aired their gripes. 


What Needs Improvement? 


No type of truck or feature of 
truck design escaped notice. Criti- 
cisms ranged from hand trucks to 
Diesel-electric models, and from 
Wheels to side-lift attachments. 
Most often mentioned were mainte- 
nance, maneuverability, and capaci- 
ty, with the latter receiving a sur- 
prising amount of attention. 

Typical comments: 

From a manufacturer of home ap- 
pliances: “Gasoline trucks should 
be easier and less expensive to main- 
tain; and electric trucks should be 
lighter in weight and should have 
longer battery life.” 

From a steel mill supply house: 
“Trucks should have shorter turn- 
ing space; more maneuverability.” 

From a farm implement maker: 
“Weight ratio of equipment to 
product handled is out of propor- 
tion. For example, an_ industrial 
fork truck of 2,000 pounds capacity 
may weigh over 4,000 pounds, mak- 
ing it necessary to 6,000 
pounds of weight to transport 2,000 
pounds of material.” 


move 


Quite a few of the respondents 
gave specific attention to truck bat- 
teries, asking for lower initial cost, 


larger capacity, longer life, and 
shorter recharging times. They 
seemed particularly dissatisfied 


with batteries in smaller trucks. 

Problems in maintenance and 
maneuverability were the most 
frequently - mentioned complaints 
against other types of equipment, 
too. 

The chief engineer of a company 
making ceramic products 
“Maintenance on bucker elevators 
and screw conveyors is too high. 
Material sticks to buckets, and 
buckers pull loose from belts. Ma- 
terial dries on screw conveyor 
flights and casing, and then breaks 
away to contaminate the mix.” 

The manager of a plant making 


Says, 
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Ultra-Timed and Synchronized 


FULLY AUTOMATIC 


MATERIAL HANDLING SYSTEMS 











ee o/ »\ __ The installation illustrated handles 
rESrrrTerr= three individual loads simultane- 
29 ; 2 ee ee a: ously. The loads unhook from 
? ? ? I i Tv ; +s 9 — , = 
conveyor ““A’’, pass through trans- 








fers ““B’’, hook to cross-bar con- 
veyor “C’’, Operation completed, 
loads unhook, transfer through 
ory” to agen 


This is one of the scores of special- 
purpose material handling systems de- 
signed by Allied. Allied Studies your 
problem, Designs—Fabricates—Erects 
the units or systems needed to soive 
the problem. 

Consult Allied today! 


/ Ask fora 
copy of Allied 

Uy Catalog 953 
ALLIED STEEL AND CONVEYORS, ING 


17357 HEALY AVE., DETROIT 12, MICH. 
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=" Here’s an idea that may give you 
an idea. Ordinarily, to attain even one of the advantages 
Thew-Lorain wanted would mean sacrificing one or more of 
the others. To get all five in a compact “package’’ took 
revolutionary thinking. Thew-Lorain, however, didn’t 
earn leadership in their field by side-stepping new ideas 
and methods. That’s why they took their problem to 
Van Huffel who has been making miracles in metal for over 
- a longer boom: "fed Se half a century. When you combine the engineering 





: by know-how and facilities of two such pioneers, things can 

greater strength r happen. They did, and the new Lorain boom, -made entirely 

4 of Van Huffel round and square welded tubing, is a 
more lift capacity , proved success beyond all expectations. 

4 With competition bringing demands for simplifying parts 
less total weight te and lower costs, we invite you to consult us on the 

\\' possibility of helping you make your product faster, 

easier assembly a \ better and more economically with Van Huffel cold 


formed electric welded tubing. 


; Ad, | \\ Write for your free copy of the new 32-page welded 
i gol t, \ \. tubing Engineering Data Handbook. 
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strength—and capacities 
reduces total weight in this 
foot boom with 40 foot jit 
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Hard Pushing | jest Pushing 
| Steel or Wood MAGNESIUM 


Cut the Dead Weight 
SUBSTANTIALLY— 


This may mean one pusher instead of 
two—or a girl-pusher instead of a man. 








Built of magnesium, they are the light- 
est push-trucks made. 





THE STORAGE RACKS THAT 
yey PUSH ~AROUND! 


Very popular— 
these storage-rack 
Pusharounds. Ideal 
for light, small 
products or parts 
that are moved and 
stored, or shipped 
by trailer, in trays 
or bins. No lifting 
, off high shelves; 
used by bakeries to carry big bread- 
loads in trailers; they utilize 95°7 of the 
cube of trailer-space, with fast, easy 
loading-and-unloading. They are only 
one-third the weight of similar medels 
made of steel. 
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FOR BANKS 
—A MONEY 
WAGON! 


It’s the new Cur- 
rency Transfer 
Pusharound. Cash 
is delivered vault- 
to-teller and teller- 
to-vault. The 12 
compartments have 
individual combination locks. Inside 
each compartment is a locked box. Like 
a lightweight safe-on-casters, it can serve 
for payroll transport. 





EASIER PUSHING FOR PARTS— 
PUSHERS! 


This Shelf Truck 
Pusharound is easily 
managed by a girl. 


Sometimes as much as 75%! 











rubber products would like to have 
carbon biack conveyors that would 
not break up pelletized material, 
and that would cost a lot less to 
maintain. 

Other survey respondents said: 

“Getting parts for overhead hoists 
is a problem.” 

“Wire mesh conveyors are too 
hard to clean.” 

“Screw conveyors should be more 
positive in metering materials.” 

“Overhead monorail equipment 
should be lighter and cheaper and 
easier to move.” 

“Gasoline hoists should be easier 
to maintain.” 

“Crane controls should be more 
sensitive and smoother in opefa- 
tion.” 

“Cranes should be able to turn 
and change levels.” 

These comments, too, came from 
both large and small companies, 
making both hard and soft goods. 

Users did more than just gripe. 
Many combined criticisms with 
thought-provoking suggestions: 

Says a manufacturer of irrigation 
pipe: “There is a crying need for a 
heavy turntable truck that will 
stand the gaff.” 


Here Are Interesting Ideas 


A producer of electronic com- 
ponents suggests: “Belt conveyor 
drives should be sold in ‘packaged’ 
units with a range of speeds and 
automatic braking.” 

Other comments: 

“Lift trucks should have larger 
wheels so they could be used in un- 
paved areas.” 

“Molded plastic dividers for nest- 
ing hoppers and tote boxes would 
be helpful.” 

“We could use adjustable, col- 
lapsible tote boxes.” 

Many of those who replied to the 
survey feel that the solution to their 
handling problems lies not so much 
in handling equipment as in the 


A positive new way to cut 
material handling cost 


In many plants it is neces- 
sary to call a heavy duty 
two ton lift truck with a 
driver to move small loads 
weighing a few hundred 
pounds. 

Now, you can cut this 
high cost method of 
handling small items by us- 
ing a number of Economy 
Walkie-Worklifters sta- 
tioned throughout your 
plant right where they are 
needed for light duty lifting 
and moving. Save the big 
trucks for the big jobs. 

You can get 3 Walkie- 
Worklifters (only 
$1148.00 for the GO” lift 
model) for the price of 1 
heavy duty lift truck, and 
they are much less costly 
to operate. Anyone can use 
a Walkie-Worklifter. 

This is a new kind of 
material handling and traf- 
fic efficiency that will save 
money in many plants. 

Take advantage of this 
important new Walkie de- 
velopment now. Nothing 
else like it. Many models 
are available for various re- 
quirements or a “‘special’”’ 
can be built to fit your par- 
ticular need. Get complete jx 
information; ee 
mail the coupon, 
wire or phone. 
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ECONOMY a. 
ENGINEERING CO. <—t- SS 
(Est. 1901) 


4516W. Lake St., 
Chicago 24, Ill. 
Phone — 

EStebrook 8-9110 
Eastern Sales Office 
342 Madison Ave., New York 17, N. Y. 
Phone — Murray Hill 2-8940 


Representatives in all principal cities 





Walkie-Worklifter lifting capacity 1000 Ibs. Welded structural steel 
construction — Batteries and built-in charger included. 


Standard platform models have 60” lift — telescopers up to 110”. 
Straddle type fork models with lift up to 108”. 


This and other 
models are available 
for 500-lb. and 
1200-lb. loads. 


Standard models will pass through doorways and turn sharp corners 


plant itself. 
in narrow aisles. 





Says the manager of a railway 
equipment plant: “Our biggest 
handling problem lies in discon- 
nected, multi-story buildings, 
crowding and lack of space.” What 
is needed to solve it? “New plant 


A safety feature — just let go the handle and it stops itself on the 
spot with automatic brake. 


MANY MODELS FOR DEPART- 
MENT STORES ... Send for catalog 


sheets and prices on these and other 


-——-------------- 


FCONOMY ENGINEERING CO. 
| 4516 V. Lake St., Chicago 24, Ill. 
| Attention Mr. Carl Rhodes: 


standard Pusharound models. 
[] Would like demonstration of Walkie-Worklifter in cur 
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BROOKS & PERKINS, INC.) | with modern layout and handling v0 
s ; ; ‘alee [_] Mail copy of bulletin. 
1946 West Fort Street equipment to suit. | | 
Detroit 16, Michigan Similar replies were received | Extension cord with push. 4 MY NAME 
TAshmoo 5-5900 RR CARES th button control enables the TITLE 
: ozen O rapes in- operator to ride up with | 
cluding manufacturers and distribu- | the load. COMPANY 
tors of woodworking equipment, ADDRESS 
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metal duct work, paper, lumber, 
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Here, “Blind Jalie” is being 
readied for the scrap heap not 
because she couldn't still 
operate but only because 
modern, more efficient models 
could do her job cheaper 

and better. 


| 





CALLS IT A DAY 


... AFTER 37 YEARS CONTINUOUS SERVICE! 


Nobody remembers anymore how this 
ancient Automatic Low-Lift Electric 
Industrial Truck got the nickname by 
which it was affectionately known for so 
many years. Everybody then present 
remembers vividly, however, the sensa- 
tion “Blind Julie” created when “‘she” 
first rolled into the CHAMPION 
PAPER’S CAROLINA MILL one day 
in 1918 and took over the whole plant's 
naterials handling chores with what was 
then unbelievable efficiency. 

People watched with astonishment as 
this strange device would glide up to a 
4000 pound stack of paper, lift it and 
transport it without effort. Nobody had 
ever seen anything like it before. 

All could see at a glance, however, that 
here was the beginning of an era. Hence- 
forth, the machine was to take over the 
hack-breaking drudgery. Men, no longer 
beasts of burden, were freed for pleas- 
anter, better paying jobs. 

e* *hat was only the first of many 
lessons “Blind Julie” 
tireless efficiency not only moved a far 
greater tonnage in far less time than had 


was to teach. Her 


ever hefore been possible hut it decreased 
production time because materials of 
every kind could be so readily transported 
to any point of need. 


“Blind Jule” 


could also make much 


56 





better use of available storage space. So, 
in time, she was joined by other Auto- 
matic Trucks—SKYLIFTS which could 
stack things ceiling high, giving in effect 
additional warehouse space, without in- 
vesting in new construction. 

But, most impressive of all was “Blind 
Julie’s’”’ demonstration of the amazing 
durability and dependability of 
Automatic Electric Trucks . . . their low 
operating cost and freedom from down- 
time. Many, many more could unques- 
tionably duplicate “Blind Julie’s” service 
record but most of them are replaced in 
due time by newer, more efficient models 
which Automatic’s engineering and con- 
tinuing research has made possible. 

Why not find out what this progress 
can do for you? Write today for com- 
plete information about the modern 
“Blind Julie’s” in the Automatic line. 
Exclusive “Earn-lts-Own-Way” Plan makes 
it easy to lease an Automatic for as little as 
$1.53 a day, or to purchase your truck with 
a modest amount down and liberal deferred- 
payments! 


\u lomatic 


OF ELECTRIC-DRIVEN INDUSTRIAL TRUCKS 


79 West 87th Street, Dept. P-5 
Chicago 20, Illinois 








detergents, tractors, machine tools, 
and housewares; ranging in size 
trom less than ten to more than 
100,000 employees. 

The fact is, though, that much 
can be done, even in the oldest 
plant, to improve handling methods 
by trying new approaches and tak- 
ing advantage of new equipment 


(see page 77). 


What's Ahead? 


In its ability to fit into old plants, 
and in many other ways, materials 
handling equipment has made great 
strides in the past few years. But 
there is still plenty of room for im- 
provement, and a great need for 
new types of equipment. Makers 
and users alike will have to keep 
working, and working hard, to 
keep up with improvements in 
processing methods and techniques 
in the next few years. 

The fact that users know what 
they now have does not mean that 
they are fully aware of what they 
could have. As mentioned above, 
there is a good deal of evidence 
that quite a few companies are 
waiting for equipment which is ac- 
tually already available, either be- 
cause they don’t know it exists, or 
because management is not con- 
vinced of its value. 

That means a real selling job is 
needed—and one which covers 
every level of management. 

There are few one-man-bands in 
materials handling. As the chart on 
page 81 shows, many individuals 
participate in decisions as to the 
need for, and procurement of, ma- 
terials handling equipment. This 
explains why the percentages noted 
add up to so much more than 100 
—often half a dozen people are con- 
sulted. This is true in small com- 
panies as well as in big ones. 

A breakdown of the survey re- 
plies on the basis of company size 
shows that the primary difference 
between large companies and small 
is that, in those with more than 
1,000 employees, the plant manager 
or an executive committee often 
supplement the president in au- 
thorizing purchases, and the presi- 
dent rarely enters into primary dis- 
cussions as to the need for specific 
types of equipment. On this point, 
he accepts the recommendations of 
the plant manager, engineers, and 
production supervisors. 


Continued on page 89 
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Because of its unusual strength, only 
two strips of TROJAN Cord Tape 
are required to seal many boxes. 
This saves time, material and labor 
in making the closure. 


Let us send you full information 
about TROJAN Cord Tape, the offi- 
cial railroad, truck, express and par- 
cel post box sealing requirements, 
and the name of a local paper mer- 
chant who can supply you with 
TROJAN Cord Tape. TROJAN Cord 
Tape may be applied with automatic 
sealing machinery. . . approved under 
Rule 41 Uniform and Con- 
solidated Freight Classifica- 
tion. Write today. 


TROJAN 





The GUMMED PRODUCTS COMPANY 
Specialists in the gumming of printing papers, 
foils and sealing tapes. 

Main Offices and Mills: TROY, OHIO 
Sales Offices: Atlanta, Chicago, Cincinnati, Cleve. 
land, Los Angeles, New York, Philadelphia, St. 
Louis, San Francisco.— Distributors from coast 
to coas#. 
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item B-527 





Corrugated NS-298 item C-1315 


PLAT | cKI 4 
. ee HAND DUMP TRUCK DROP BOTTOM BOX — 





Can be built from any gauge steel with safety locking feature 

to customer specifications. Give Reinforced heavy sheet steel, 4 Automatically opens when used with positioning 
size, quantity, weight of load. Can cubic yard capacity—two 8” semi- Space and labor saving. Safe tiering of stand or on fork lift for controlled materials 
be furnished with runners and knee steel wheels and two 4” metal pon hat amg aay“ Racer a discharge into truck or conveyor. Safety corners 
braces. | swivel casters, Wt. 125 ibs. truck or overhead crane. All welded con- prevent box shift. Reinforced legs, lapped 


struction. ends, four-way entrances. Built to specifications. 





CONSULT 





GATT 
CQUIPM ENT Heavy ieity STORAGE RACK 


ig | ENGINEERED TO MEET | : 
BAR RACKS ere] YOUR NEEDS TRAILER Double slots on uprights give complete Hering 
: Gabedapattiie a sae range in single, double, or multiple sections for 








F enient, safe, efficient 
or quick, conv safe, efficient storage any storege application. No sway. Easy te 


specified dimensions. 


of steel sha One operation. Stored . 
‘ in tiers by overhead crane, rock greys is ' RACKS * PALLETS yee ape > je era assemble. No bolting, no welding. Remove cnd 
a without disturbing tons _ . er SKID PLATFORMS ; adjust cross members to any level. Byilt to 


BOX and BARREL : : 
GRABS e TRUCKS , | 
| WORK TABLES Mtn, 
| STORAGE BINS 
| CARTS e BOXES 


We design and build all types of 
materials handling equipment . . . for 
pick-up, loading, moving, dumping or 
storage ... made of metal, or wood, 
or combination. On these pages are 
illustrated but a few of the many 
products offered ... for detailed 
description and price, write giving us 
the “item number" and advising 
quantity in which you are interested. 





If you have some exceptional prob- 
BARREL TRUCK ; lem, tell us what you wish to accom- TRUCK and ‘ 
Loads automatically plish, and we shall gladly offer you DRAIN RACK DUMP BOX 
our recommendations and quote you eo : 

fr il . / . 7 Hondles olf types of moterials or ports. 
sg eh wet eo a Bm aren : on handling equipment engineered to _ Auwtomotic logding—handy drain for drums Used with hand, power lift, fork truck or for 
Handies of heavy tubing. Capacity 1000 fit your plant and your product. | =—¢onvenient storage rack—one set of pick-up ond moving by overhead hoist. 
ibs. 22” wide. Wt. 85 Ibs. handles serve any number of racks. Also Dumping is avtomatic. Grovity lotch locks 





~ubmetShile Ce, _ made with permanent handies. a in upright position until ready for 
A ¥ | 


16034 Fullerton Detroit 27, Mich. 


item B-380 Hem B-<13 
BOSTON 16, MASSACHUSETTS 


126 Dartmouth St., COmmonwealth 6-0570 
BURLINGAME, CALIFORNIA 

1209 Burlingame Ave., Dlamond 2-0823 
CHICAGO 11, ILLINOIS 

612 N. Michigan Ave., Michigan 2-7407 
CLEVELAND 14, OHIO 

857 Leader Bidg., SUperior 1-3235 
DENVER 5, COLORADO 

3301 Walnut St., Alpine 5-3984 

FLINT, MICHIGAN; 

202 Genesee Bank Bidg., CEdar 8-6881 


FORT WAYNE, INDIANA Side Dump Double Face 





4301 Allerton Bivd., EAstbrook 2816 
; Vertical INDIANAPOLIS 4, INDIANA TRAILER TRUCK ALL METAL PALLET 
DRUM LIFTER 835 No. Capitol Ave., MElrose 5-2587 uid: tee (ees 
Callects, houis, dumps scrop, gravel, ecial r tr 
LOS ANGELES 22, CALIFORNIA aa dane: s, borings, ey Messy a ales pcre: fowhye. es 
a < : 6440 Fleet St., RAymond 3-3733 left. Locking device hoids dumper upright forced with 3° channel supports. 
wena ns os Agra sean pg coed jes ST. LOUIS 9, MISSOURI while in transit. Automatic coupler of reor. Double faced — two way — for 
welded construction. Sure-hold safety 5107 Columbia Ave., PRospect 1-1474 aa ere eee enon on erty power fork truck only. 
% barrel grip. For high or low ceiling. WHITE PLAINS, NEW YORK 
199 Main St., White Plains 6-1354 ks 
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Get both in new Chevrolet Task-Force 
trucks. Modern styling that actually 
works for you! Modern power in the 
shortest stroke V8’s* in any leading truck! 


Styling that’s designed to make money for you-—It’s a fact. 
The ultra-modern, Powermatic design of a new 
Chevrolet T'ask-Force truck calls attention to your 
business, favorably impresses customers and pro- 
spective customers! That’s why on looks alone a 
Task-Force truck can make money for you. And 
it’s functional styling. Panoramic windshield, new 
High-Level ventilation, concealed Safety Steps— 
these are styling features that double in brass to 
make the driver’s job less of a chore. With safety 
and comfort increased, efficiency goes up. Tight 














NEW CHEVROLET 
sv Jask-Force TRUCKS 


a ee ee 


schedules are easier to maintain and you keep the 
profits coming in on time. 


V8 power—unmatched for efficiency! Chevrolet brings you 
the industry’s most advanced short-stroke V8 
engines! The compact, super-efficient design of these 
great V8’s reduces friction and wear... . delivers a 
higher output per pound of engine weight. You save 
on upkeep and operating costs! And with a modern 
12-volt electrical system, you get double the voltage 
for quicker starting plus a greater reserve of electrical 
power. With two power-packed V8’s and five gas- 
saving 6’s—it’s the greatest engine choice in Chevrolet 
truck history! See your Chevrolet dealer for details. 
.. . Chevrolet Division of General Motors, Detroit 
2, Michigan. 


*V8 standard in the new L.C.F. models, an extra-cost option in all 
others except Forward-Control models. 
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How new materials aid handling 


Laminated plastic crows sest, 
lightweight aluminum parts, make 
Sky-Worker safer for level jobs. 


Stainless steel is one of many 
corrosion-resistant materials now 
used in feed hoppers, tote trays. 
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To-day’s trucks, cranes, hoists, 
and conveyors are not only han- 
dling new materials, they’re using 
them for self-improvement. 

Lightweight aluminum, magne- 
sium, and plastics are doing much 
to take the grunt and groan out of 
materials handling. Paper and tex- 
tile products like expendable pallets 
and canvas pallet containers are 
helping, too. 

All-aluminum cranes, just now 
being introduced, promise to re- 
duce girder weight by as much as 
°4; hold 
down; permit use of smaller mo- 


power requirements 


tors, gear boxes, and so on; and 
make it possible to install higher- 
capacity equipment on existing sup- 
ports. 

Magnesium is bringing real port- 
ability to all sorts of handling 
equipment—conveyor sections, dol- 
lies, dockboards, racks, trays, and 
benches. 

These newer materials offer many 
advantages besides saving weight. 
Most of them, for instance, are non- 
sparking. They're safe to use in 
hazardous areas. Many—the plastics 
particularly—are highly resistant to 
chemical attack. They’re relatively 
noiseless in operation, too; and, in 
many cases, can operate without 
conventional lubrication. 

The photographs show several of 
these materials at work. 

Continued on page 91 





Molded nylon belt needs no lubri- 
cation, runs quietly, cushions con- 
tainers, requires minimum power. 
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Collapsible neoprene drums bring 
many advantages to handling of 
bulk materials. Bakelite Company 
uses them for plastics resins, says 
they save a third of a cent a pound 
on shipments, prevent product con- 
tamination, reduce losses. Below, 
container is unloaded, positioned 
for dumping, collapsed for return. 




















BETTER 
HANDLING 


...more efficient 


warehousing and 
distribution 


In storing and moving goods to 
and through Eastern markets, keen- 
sighted men choose the Lehigh way. 
Lehigh offers modern warehousing, 
improved handling methods and 
fast local delivery service in each 
of these areas: 


New York-New Jersey: five modern 
warehouses with delivery fleets serve 
the rich Metropolitan area 


Atlanta-Richmond: convenient, 
complete facilities cover the boom- 
ing south 


Horseheads: vast center in upstate 
New York handles multi-market 
distribution, processing—even man- 
ufacturing 


Bayonne: exclusive New Jersey tank 
farm unloads bulk liquids, stores 
and repacks for economical dis- 
tribution. 


Lehigh services go far beyond mere 
storage. We render a real Market- 
ing Service. We receive large ship- 
ments, break them up as needed, re- 
package, label and re-ship or serve 
your markets with fast store-door 
delivery. We maintain a _ stock 
balance between your peak and 
slack periods. 

Lehigh services are often more 
economical than maintaining your 
own warehouse and truck fleet, be- 
cause at Lehigh you pay only for 
services AS USED. Get the Lehigh 
story. Write, phone or wire. 


LEHIGH 


Warehouse & 
Transportation Co. 


102 Frelinghuysen Avenue 
Newark 5, N. J. 





Telephones: 


(N. J.) Bigelow 3-7200 (N.Y.) REctor 2-3338 
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Chief Engineer, E! Segundo Division 


Every pound of equipment weight saved 
is worth its weight in gold! 


(THIS IS A FACT... THIS IS NO HYPERBOLE) 


“It is extremely important that designer, equipment manufacturers, 
and procuring agencies all have a clear understanding of the 
relationship between weight-saving and manufacturing costs. While 
the factor that relates cost to weight varies somewhat for different 
components and from one manufacturer to another, it has been 
found in recent years that on the average a pound of weight costs 
$50 to develop and produce. When this factor is combined with a 
typical weight growth factor of ten, the cost of one pound of extra 
weight amounts to $500 per airplane if performance and strength 
are to be maintained. From these figures it can be seen that there 
is ample justification for the expenditure of engineering time on all 
phases of a weight-saving program, no matter 
ay how small the individual saving may seem.” 
E. H. HEINEMANN 





Douglas Aircraft Company, Inc. —E. H. HEINEMANN 


at SAE National Aeronautic Meeting, Los Angeles 


This growth factor discussed by Mr. Heinemann makes excess 
weight costly indeed. At $500 per pound, it literally costs its 
weight in gold. (Gold at $35 per troy ounce is worth $510.30 


per avoirdupois pound.) 


Vickers Hydraulic Accessories are used extensively in 
Douglas aircraft because Vickers has long been keenly conscious 
of the need for lighter, highly efficient and more dependable 
components. Vickers engineering strives continuously for these 
goals ... is a leader in the reduction of weight, and the improve- 
ment of performance and reliability of hydraulic equipment. 
For detailed engineering attention to your problem call a 
Vickers Application office or write for Bulletin A5200B. 

7150 









Variable Displacement Constant Displacement Constant Speed 
Piston Type Pump Piston Type Pump Piston Type Motor 


_ VICKERS Incorporated 


Representative MICKER » “Weight Sa 





DIVISION OF SPERRY RAND CORPORATION 
1424 OAKMAN BLVD. * DETROIT 32, MICH. 


El Segundo, California, 2160 E. Imperial Highway (ORegon 8-2503) 
Arlington, Texas, P.O. Box 213 (ARlington 4-4171) 
Detroit 32, Michigan, 1400 Oakman Blvd. (TOwnsend 8-5100) 
Miami Springs, Fiorida, 641 De Soto Drive (Phone 88-7340) 
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TELEGRAMS: Vickers WUX Detroit « TELETYPE “TWX" DE&9 
CABLE: Videt Detroit 


ving” Equipment 








Special 5-in-1 Flow Sensitive 
Pump Control Valve Pressure Regulator 
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ENGINEERS AND BUILDERS OF OIL HYDRAULIC EQUIPMENT SINCE 1921 


+i ee. ae = ¥ 


I 


E 


Ww 





and 








HET 


BETTER 


HANDLING 


Revolution in the warehouse 


W,renousinc is industry's 
newest Cinderella. At every level—manufactur- 
ing, wholesaling, retailing—the dark, dank store- 
room with its horny-handed workers struggling 
to lift, push, and pry packages in and out of 
stalls is being replaced by well-lighted, well- 
ventilated, well-equipped units where products 
are easier to find, easier to handle, and easier to 
protect. 

Warehousing is ripe for such developments— 
overripe. It has lagged far behind in moderniza- 
tion and mechanization; and the old-style ware- 
house just can’t meet to-day’s demand for better 
service and faster deliveries. 

As E. H. Saxtan, vice-president of Liggett 
Drug Company, told a recent American Man- 
agement Association meeting: 

“It’s not easy to sel] items which your cus- 


tomers do not know you have. But it is just 


about impossible to sell items which you do not 
know you have. This ridiculous condition has 
occurred in our operation, in the past, and I am 
sure that we have not been alone.” 

The answer, of course, is an efficient inventory 
control system, backed up by modern materials 
handling methods and equipment. 

At Liggett’s, Saxtan reports, warehouse mod- 
ernization has made it possible to serve more 
outlets, yet reduce space requirements, inventory, 


and over-all operating expense. 
This does not mean that every warehouse must 
be converted immediately to a fully-automatic 
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Powered rollers, set in floor, move palletized 
goods at new Germain’s warehouse in Califor- 
nia, make it easy to select and remove individual 
orders, handle many products on one line. 
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service unit. Plants which have been operated on 
a completely manual basis until now might do 
well to make the change in easy stages, begin- 
ning with an installation which simplifies man- 
ual handling, without actually installing elec- 

tronic controls (photograph at lower right). 
The important thing is that a start be made. 
The company which is still riding along with 
last year’s warehousing system is risking its po- 
sition in the race for new customers and markets. 
Continued on page 93 
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Push-button control center slashes order-filling 
time and cost for Judy Bond, Inc., blouse maker. 
Entire operation is directed from this point. 





Free-rolling system is used by Gimbels Phila- 
delphia receiving department. Note how sections 
lift up to permit ready access to central work 
area. Transfer tables operate by foot pedal. 
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Automated warehouse system is designed by 
Walter Kidde Constructors to speed and simplify 
stock picking, help tighten inventory control. 
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Blouses are fed to order-pickers as needed; then 
removed by conveyor to shipping area. Company 
says new system doubles warehouse capacity. 
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Overhead pipe racks replace floor trucks in 
Robert Hall's new warchouse. Though stil! man- 
ual, svstem saves a lot, paves the way for auto- 
mation. Note how racks connect with elevator. 
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Keeping the planets in their orbits... 


with U.S. 
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Planetarium constructed by Spitz Laboratories, Inc., Elkton, Md., for the city of 
Montevideo, Uruguay, showing the heavens as seen looking southward from Montevideo. 


The earth spins on its axis more than 10,756.265 times in the interval it takes 
Saturn to make one trip around the sun. Today there is a new planetarium so 
accurate that it shows the relative speeds of the sun, moon and the visible 
planets of the solar system moving in the same proportionate speed as they 
do in the real sky. 


To achieve such amazing precision, Spitz Laboratories, Inc., makers of most 
of today’s planetariums, uses United States Rubber Company’s PowerGrip 
Timing Belts. On each unit, 13 of these belts drive the mechanisms for 8 solar 7% * 
system bodies with pin-point, split-second accuracy. These belts have teeth o > We 
which fit into the pulleys, permitting a completely controlled quiet movement 2f oN 
with absolutely no slippage or creeping. At the lowest speeds of these belts it is 
almost impossible for the human eye to detect any movement. Spitz Labora- 
tories says it would be impossible to build so efficient a time and space machine 
without the U.S. PowerGrip Timing Belt. 


Any product or manufacturing process that requires the transmission of 
power can be improved with the revolutionary PowerGrip Timing Belt. 
Appliance manufacturers for instance, find that U.S. PowerGrip permits a 
more streamlined product, greater efficiency, and more sales. Get in touch : ; 
with any of our 27 District Sales Offices or write to address below. Close-up section of Spitz Planetarium showing 

: some of the U.S. PowerGrip Timing Belts. 





“U.S.” Research perfects it... 
“U.S.” Production builds it... 
U.S. Industry depends on it! 


UNITED STATES RUBBER COMPANY : & 
MECHANICAL GOODS DIVISION - ROCKEFELLER CENTER, NEW YORK 20, N. Y. 


Hose « Belting * Expansion Joints « Rubber-to-metal Products « Oil Field Specialties + Plastic Pipe and Fittings « Grinding Wheels ¢ Packings « Tapes 
Molded and Extruded Rubber and Plastic Products « Protective Linings and Coatings « Conductive Rubber « Adhesives ¢ Roll Coverings « Mats and Matting 









RUBBER 
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Planning and Action 


Because materials handling plays an important role in 
every plant operation, it deserves careful consideration 
by every member of the management team. Listed below 
are questions to ask, points to check, steps to make sure 
vour materials handling system is up to snuff. 


Outlining the problem 


SHOULD 


HAVI 
4 CONSIDERED 


| 
~ CHECK 


What kind or kinds of materials must be handled? 
Bulk materials, machinery, or packages? 
Delicate products, or ones that can stand relatively rough 


| 


treatment? 


What size and weight? Ree 
Five ounces or 50 I|bs.? 
Half an inch or several feet? 


In what amounts, and how often? 
One 50-pound bag a day; or 1,000 vials an hour? 
Continuously? Or at what intervals? 


How far must each move? See 
A few feet or halfway across the plant? 
Could the distance be shortened by better plant layout? 


Is time a critical factor? cs 
Are materials merely going into storage, or are they moving to 
a job where they are urgently needed? 
If the latter, could storage facilities at point of use simplify 


handling? 
Do parts require special protection or extra-careful handling? 1 St 


Is the material to be handled dangerous? 
Is it a strong chemical? 
Does it have sharp edges? 
Is it explosive? 


What are the characteristics of the plant itself that affect selec- 
tion and use of materials handling equipment? 
What is the maximum safe floor load in each plant area? 
Will it permit use of heavy trucks? high stacking? 
Can floors take the punishment of constant travel by heavily- 
loaded vehicles? 
How wide are plant aisles? 
Will roof trusses support overhead handling equipment? 
Are there hazardous conditions (danger of explosion, for in- 
stance) that might prohibit use ef certain types of equipment; 
or dictate use of non-sparking materials of construction? 


What general plant problems might be affected, favorably or ad- 
versely, by materials handling systems? 


& ges 


Continued on page 94 
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Don’t overlook. MATERIALS HANDLING in your search for hidden costs! 
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Ohio foundry cuts costs and eliminates delays with 
Towmotor Fork Lift Trucks equipped with scoop accessories. 


with TrowmoTor... ONE MAN 
does the work of a CREW 


Stiff competition demands that every cost leak be plugged. 
Mass Handling materials faster with Towmotor Fork Lift 
Trucks reduces product damage, eliminates production de- 
lays, speeds all operations in receiving, processing, assembly, 
storage and shipping. If you’re looking for “hidden costs” 
ask the Towmotor Representative to help you re-appraise 
your handling operations, or write TOWMOTOR CORPORATION, 
Div. 8909, 1226 E. 152nd St., Cleveland 10, Ohio. 


’ TOWMOTOR 


THE ONE-MAN-GANG 








£ 


FORK LIFT TRUCKS and TRACTORS Since 1919 


Manufactured Only by Towmotor Corporation—The Pioneer Maker of Fork Lift Trucks 











ls your materials handling system adequate for today’s high speed 
production? There’s a Towmotor design to meet your particular re- 


quirements— whatever they may be. 
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HAVE you TAKEN ACTION? 


to rid your docks of this big obstacle to 
SAFER FASTER LOWER COST loading! 


MAGLINER MAGNESIUM DOCK BOARDS HELP MANAGEMENT 
ACCELERATE SHIPPING-RECEIVING FLOW AND INCREASE DOCK 
CAPACITY ... WITHOUT CAPITAL COST! 


LOADING IS FASTER BECAUSE... 


Magliner dock boards are custom engineered for your 
docks, your equipment, your loads .. . to provide a safe, 
smooth transit-way between dock and carrier. By effect- 
ing major reductions in loading time, they speed in-and- 
out shipping, and greatly increase dock capacity! 














LOADING IS SAFER BECAUSE... 


Cross-over is safer for men, loads, and equipment! 
Magliners automatically adjust to every change in 
height difference due to truck spring deflection under 
load—thereby insuring added safety and sure-footed- 
ness for power trucks. A one-man handling job, Magliner 
magnesium dock boards provide the strength of steel at 
only 1/3 the weight! 


LOADING cosTs LESS BECAUSE... 


Faster loading saves manpower and dock time! With 
Magliners on the job, unit loading costs drop rapidly. 
Initial costs are less too! Magliner magnesium dock 
boards are but a fraction the cost of other types of dock- 
leveling equipment. And Magliners are movable—can be 
job-spotted anywhere on the dock! 














“Mag hiner FOR RAIL | OR T ue : K 

















r—-—— GET THE FACTS TODAY!——-—, 
| Please send me complete information on Magliner Dock Boards | 
! for: [] RAL DOCK [7] TRUCK DOCK | YARD LoaDING | 
i 
| MAGLINE INC. 
| P. O. Box 19, Pinconning, Michigan | 
Name - ee Se re er eee | 
| Company | 
7 Address sais EPEAT: cum datinsii | 
| City State | 
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CONSIDERED 


SHOULD 


HAVE 
CHECK 


Is there a shortage of storage space? Perhaps a “live-storage”’ 
conveyor, or a fork truck or crane that permits higher stacking 
would permit better space utilization, as well as providing a 


means for moving materials. 


Are some production areas overcrowded? Perhaps better, faster 
handling equipment would make it possible to move some 


machines to another area and still keep production flowing. 


Choosing the equipment 


Are you considering conveyors and cranes where: 
There is a steady flow of materials along a fixed path? 
Aisles are narrow or non-existent? 

Gravity can be put to work? 


Storage-plus-movement is desirable? 


UOOU 
(LICL 


Are you considering hand-operated or powered lift trucks and 


tractors where: 
Flow is intermittent and to varied areas? 


Products are received or must be shipped on pallets? 


Products and materials are of many different sizes and weights? 


Are you using manual methods on/y where: 


LJ CI 
m5 


No equipment is commercially available for the job, and build- 


ing it would be fantastically expensive? 


No labor would be saved (man must stand there anyway); and 
no hazard would be encountered by manual handling (parts 


are light in weight and have no sharp edges, etc.)? 


Ly she 








GET WHAT _You PAY FOR: 





with a 


HYDROSCALE! 


Hydroscale will save you many times its cost by providing an accurate 
check on everything you buy by weight! Easily attached to any crane 
or hoist, it lifts and weighs in one operation—eliminates extra handling, 
delays and guesswork. 


With a Hydroscale you can make practical, cost-saving weight checks 
any place in your plant—anywhere your hoist will reach! There’s a 
Hydroscale to fit your specific needs. 108 models, 500 to 100,000 
lbs. capacity. Start cutting costs in your operation. Get the facts today! 


WRITE TODAY FOR ILLUSTRATED BULLETIN! 


Hydroway Scales, Inc., 20616 West Eight Mile 


Road, Department 39, Detroit 19, Michigan. HV] Hf, 7. Ke Ts 47] Ns ea : 


LIFTS AND WEIGHS IN ONE OPERATION 




















Attractive Territories Available. Write for Details. 
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J CONSIDERED 


Parts are small, units few, travel erratic? a y 
Getting the most from materials handling equipment. 
Is travel time minimized by good plant layout, and are aisles kept 
free of obstruction? (It’s surprising how often aisles are blocked, 
and no one in authority notices it, while trucks take round-about 
, Sed os 


routes for weeks.) & 


Is travel time turned into useful working time by installing 
scales and gages along the line of movement; using conveyors for 
‘live storage’; permitting painted parts and inked packages to 
dry, and heated parts to cool, while traveling? 


Have you purchased the accessories that may provide added ver- 
satility for materials handling equipment? we 
Guard-rail-equipped platforms for lift trucks so they may 
safely be used for overhead jobs like cleaning lighting 
fixtures? 
Magnets, slings, and special hooks for hoists and cranes to sim- 
plify pickup of odd-shaped parts? 
Vibrating feeders? 
Mechanical accumulators? 
Palletizers? 
Rotating, pushing, and side-shifting devices for unloading bulk 
materials and packages? 


Could handling systems be interconnected—through turn-tables, 

junction rails, and the like—to permit long-distance travel of 

parts and products? F 
Continued on page 96 


Keep an Arnolt ROL-R-DOLLY/ handy 











for those 
heavy 
moving jobs! 




















Crates, boxes, cartons, machinery 
and other heavy objects weighing 
up to approximately 1,000 pounds 
can be moved safely by one man 
using an Arnolt Rol-R-Dolly. The 
Rol-R-Dolly is a combination of the 
popular heavy-duty Arnolt Rol-R- 
Lift and a dolly attachment with 
5-inch wheels and a 6-inch toe plate. 
For lifting, moving or setting heavy 
machines up to 5 tons specify the 
No.5 Rol-R-Lift with either notched 
or straight edge toe plate. Ask your 
mill supply dealer about the Rol-R- 
Dolly and the heavy-duty Rol-R- 
Lifts or write for circular 9-DR. 


ARNOLT CORPORATION 
Warsaw, Indiana, U.S.A. 
Also Makers of 
CLIMAX CLUB SMOKERS FOR OFFICES, HOMES AND YACHTS 
IVALITE MARINE SPOTLIGHTS + SEA-MITE MARINE ENGINES 


No. 5D 
Rol-R-Dolly $31.95* 
No. 5 (5-ton cap.) 
Rol-R-Lift $19.95* 
No. 1 (1-fton cap.) 
Rol-R-Lift $8.95* 


*Prices f.0.b. factory 
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c : 
45S pounds or 2325S pounds 

No matter where theyte bound 
SHIP THEM WIREBOUND! | 


Take a look at the boxes shown above and 
you'll get some idea of Wirebound’s 
versatility. Pound for pound, Wirebound 
containers give your product the best 
possible protection. That’s because they’re 
made of high tensile steel wire and 
resilient wood ...a type of construction 
FASTER that guards against shock — protects 

ASSEMBLY while it carries. And Wirebound can carry 
any load, whether it’s a 45 pound generator 
or a 2325 pound power saw. So, for a 
better, safer way to ship — look to 
Wirebound. Let a Wirebound Sales 
Engineer show you case histories that 
prove the point. 


MAIL THIS COUPON Mow £ 









SHIPPING 





- - 
WIREBOUND BOX MANUFACTURERS ASSOCIATION 
Room 1151, 327 South La Salle Street, Chicago, Illinois 


C] Have a sales engineer give me the whole story 
C) Send me a copy of “What to Expect from Wirebounds” 


fo 0 a 
LU inesoumncd. 
fe) @ 2. aa 748 35 


Name 





Firm Name 





Address 





City, Zone and State 
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INCREASING TEXTILE PRODUCTION AND DECREASING COSTS 
AT RUSSELL MANUFACTURING CO., ALEXANDER CITY, ALA. 



























1100 Series 
SwivelCaster 
shown with 
Drawn Steel 
Wheel. Note 
two full rows 
of hardened 
ball bearings 
in swivel 
head and in 
wheel hub. 


Faultless castered equipment 
can lead the way to reduced 
costs and increased produc- 
tion in your own plant. Casters 
for light, medium, heavy and 
special duties are included in 
the extensive Faultiess line. 
Faultless wheels for every type 
floor and load, as well as for 
special temperature and chem- 
ical conditions, are available. 


Each month the solution to a 
real materials handling prob- 
lem is fully presented in a free, 
handy size folder “Faultless 
mee Facts.’’ Ask your local Faultless 
== | Distributor for copies or write 
: to us, no obligation. 






Advanced engineering methods 
of servicing over 64,000 spindles 
at the mills of Russell Mfg. Com- 
pany have helped them to be rec- 
ognized as one of the South’s most 
enterprising textile mills. The 
continuous productive operation 
of textile machinery depends to a 
large extent upon keeping the 
equipment supplied with work 
materials. Keeping work material 
on hand and feeding it into the 
spinning machinery speedily is 
accomplished at Russell Mills 
with a combination of integrated 
trucks. And to assure these trucks 
a trouble-free, continuous cycle 
through every phase of mill oper- 
ation, the Russell executives se- 
lected Faultless 504-4TG rigid 
plate and 1104-4TG Double Ball 
Bearing Swivel Casters with 
drawn steel wheels. 









500 Series 
with Plas- 
kite Wheel 

and Thread 

Guard to 
keep lint out 
of bearings, 
string from 
winding 
around axle, 
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HAVE 


Could elevator time be saved by installing automatic dispatching 
systems? Using new, faster drives? Installing remote-controlled, 


quick-opening doors? 
¢ 


Supplementing elevator service with between-floor conveyors 


CONSIDERED 


and chutes? & 


Is enough attention being paid to short-range moves, both hort- 
zontal and vertical? (Hand-operated hydraulic lifters, even cast- 
ered dollies, can do much to speed movement, prevent accidents, 


cut costs. ) 


Have pallets, dollies, bins, and racks been standardized to reduce 


a 


inventories and simplify maintenance as well as handling? [ | 


Are they designed to fit the product or package so there is a 
minimum of wasted space? 

Do they meet the special requirements of delicate, easily- 
damaged, and hard-to-handle materials? 

Is there enough equipment of each type? 


Are automatic weighing, metering, monitoring, and dispatching 
devices used to permit more-automatic handling? 


Has product-protection received full consideration? 
Are special racks and bins ready for easily-damaged items? 
Are floors kept patched so bumping does not damage parts in 
transit? 
Is a constant watch kept to see that equipment ts not over- 
loaded—to protect it as well as the products? 


Are production departments making full use of materials han- 


dling equipment? a 





SHOULD 
i 








See ct at the 


INDUSTRIAL PACKAGING & 
MATERIALS HANDLING EXPOSITION 


New York City, Sept. 20-21-22 


Sryl-O-Vae 


(PAT APP. FOR) 


FULLY AUTOMATIC—COMPLETELY ASSEMBLED 


For High Speed Filling and Packaging Line Operation 


Designed for use with Island Styl-O-Matic 
Rotary, Straightline and Walkie-Pushie 
Unscramblers, Enliners and Single Filers. 


Unloads all shapes and sizes of glass containers 
> to 12 cartons per minute automatically. Easily 
adjustable to handle any size and shape of 
standard carton with any number of any size or 
shape glass containers therein. It’s sensational. 


GENTLY LIFTS CONTAINERS OUT OF CARTONS 
RIGHT SIDE UP 


REJECTS ALL BROKEN CONTAINERS 


CHANGEOVER FROM ONE SIZE TO ANOTHER 
IN LESS THAN FIVE MINUTES 


EQUIPMENT CORP. 
i 6 LAN D 27-01 Bridge Piaza North, Long Island City}, N.Y. 









CARTON UNLOADER 
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CONSIDERED 
SHOULD 


HAVE 
CHECK 


Are chutes and conveyors used to connect up machines? 
Small cranes, hoists, and conveyors mounted on machines? 
Are there plenty of lifting and positioning devices, including 
hydraulic units and caster-equipped tables and table tops? 

Is scrap collection and disposal mechanized? 


Do operators have written instructions for use and care of all 
types of handling equipment? 
Do they have their own safety code (see below) 
Is every effort made to develop their pride in their work and 
their equipment? 
Have handling jobs been time-studied ? 
Have wage incentives been considered? 


~ 
all 


Are in-plant communication systems used to eliminate needless 
travel and speed materials to the job? (Two-way radio, paging 
systems, telephones, pneumatic tubes, television and facsimile 
printing are among the many types available.) 


Is there a planned maintenance system for materials handling 
equipment and are detailed service and repair records kept on 
each unit? 


Does the accounting department maintain separate records on 
materials handling costs? 
Is this information circulated to those who need it and can 
act on it? 
Is it prepared in a form that makes it easy to compare 
present performance with previous data to spot rising costs? 


Continued on page 98 








If credit limitations are keeping your distributors 
from carrying adequate stocks at peak seasons, let 
us show you the Field Warehousing plan now used 
by many leading manufacturers. It permits you to 
retain legal title to the merchandise, doubles the 
distributor's credit without additional risk to your 
company, acts as a collection control and supplies 
accurate 30-day inventory records. 











NEW YORK TERMINAL WAREHOUSE 


25 South William Street 
New York 4, N. Y. 


a EERE ecssecccer occ cescsscecoceccccose 


ADDRESS. .......20000- oc cecrodecceseccoscocecceces 


Clip and mail coupon for 
complete information. 
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Flared Magcoa Dockboard solves sharp-turn problem on narrow truck dock; 


permits safe, easy turn which was previously impossible. 


>» 


Many congested-truck-dock problems solved 


by flared Magcoa Magnesium Dockboards 


Lift truck turning problems created 
by narrow docks are solved quickly 
by Magcoa flared Dockboards. Even 
big, wide truck docks sometimes get 
clogged with loads and equipment— 
it happens in the best of companies! 
Here, too, a Magcoa flared Dock- 
board is usually the best solution. 


Flared construction eliminates the 
need for sharp right-angle turns which 
are always awkward and dangerous— 
and are sometimes completely impos- 
sible. Magcoa flared construction per- 
mits the operator to do most of the 
turning while on the Dockboard. It’s 
like having a wider dock to turn on. 
This means quicker, safer truck load- 
ing and unloading. 


The exclusive Magcoa angle stop 
under the Dockboard holds it positively 
in place during loading, yet needs less 
than an inch of space between truck 
and dock. You back up to the dock 
only once. . . set your brakes . . . posi- 
tion your Magcoa Dockboard 
and start loading or unloading! 


Every Magcoa Dockboard is con- 
structed of magnesium, the lightest 
of structural metals. Every Magcoa 
Dockboard has the patented hand 
holds, quarter-round safety curbs and 
other safety features which have 
made Magcoa Dockboards famous. 


Rail Dock Turning Problems? On nar- 
row, congested rail docks, too, flared 
construction is one of several Magcoa 
features which can help you get the 


loading and unloading job done with 
maximum speed and safety. 


What’s Your Loading Problem? A nar- 
row, congested dock? A low dock? In- 
efficient loading from ground level? 
Spilling or damaging loads? Planning 
the dock for a new plant or warehouse? 
Modernizing an old dock? Switching 
to higher-capacity lift trucks or pallet 
trucks? 

Whatever the loading problem, the 
odds are 1000 to 1 that your local 
Magcoa Representative has encoun- 
tered it and solved it before. 


A Suggestion—Send for our free new 
bulletin, ‘What to do about Difficult 
Docks.”’ It’s loaded with practical, 
helpful ideas. 


MAGNESIUM 
COMPANY 
OF AMERICA 


MATERIALS HANDLING DIY. 
EAST CHICAGO @Q, INDIANA 


Representatives in principal cities 
IN CANADA—Magcoa Limited, 
277 Kipling Ave. South 
Toronto 14, Ontario 








] [} Flease send ‘‘Difficult Docks’ builetin 
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| Address 





| 
Compony 


City-Zone-Stote 
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MATHEWS 


BUILDING THE BEST IN MATERIALS 
HANDLING EQUIPMENT FOR 


50 YEARS 


The Mathews line of package 
handling equipment is complete, 
including all types of gravity and 
power conveyers and special con- 
veying machinery. Whatever the 
requirement — a few sections or a 


complete system — or whether the 
loads weigh 1 lb. or 30 tons, it is 
a job for Mathews engineers. 





The Mathews line includes light (Chainveyor), 
medium, and heavy-duty overhead trolley con- 
veyers. Transverse bends in this system bring 
smal! castings from ceiling to working level. 





Part of a warehouse bag handling system consisting of rever- 


sible, inclined and level, 










Ly 


J MATHEWS. CONVEYERS & 





i905-1!1955 
Engineering Offices or Sales Agencies in Principal American and Canadian Cities 
Export Representative —Foreign Trade Division of New York Hanseatic Corporation 


general purpose belt conveyers. 


GENERAL OFFICES.... 


PACIFIC COAST DIV. matrHews cCONVEYER COMPANY WEST COAST 
SAN CARLOS, CALIFORNIA 


CANADIAN DIVISION. . 





A complete package conveyer system, includ- 
ing gravity roller conveyers, live roller con- 
veyers, and reversible belt conveyers—applied 
to maintain a continuous flow of material 
through production, storage, and shipping. 





This system of roller and belt conveyers takes 
the hard work out of handling and inspecting 
passenger car and truck tires. The tubular- 
type supports shown provide easy, infinite 
adjustment of the conveyer lines. 





Mathews builds a complete 


line of standardized con- 
veyers — including portable 
roller and wheel sections in 
either steel or aluminum, 
portable belt conveyers, ball 
transfers, lumber conveyers, 
stevedore dollies, and chain 
store check-out belts. 


ELLWOOD CITY, PENNSYLVANIA 


MATHEWS CONVEYER COMPANY, LTD. 


PORT HOPE, ONTARIO 
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Planning for safe operation 


Are rules for safe operation of each type of handling equipment 
formulated and circulated to all personnel likely to be affected? 
Are overhead guards installed on lift trucks? 

Overpasses provided for long conveyors? 

Wire mesh safety nets under overhead carriers? 

Gates at between-floor openings? 

Are projecting parts of handling equipment (including side rails 
of conveyors and pillars of trucks) painted with yellow-and-black 
caution stripes? 

Do trucks have horns or buzzers? Are mirrors provided to aid 
vision of truck operators at corners and intersections? (Better 
still, is every effort made to avoid blind intersections and, indeed, 
to minimize cross-traflic ?) 

Are all areas through which materials and products move well 
lighted? (Good lighting is essential for safety even in “‘untrav- 
eled’”’ conveyor tunnels. There is always a chance that someone 
will try to walk through—and get hurt.) 

Do materials-handlers wear goggles, gloves, safety hats, and other 
safety equipment prescribed for production workers in every 
case where they encounter the same conditions? 

Are handlers given special instructions for materials that may 
explode, burn, or create other hazards? 


HAVE 
CONSIDERED 


LF i A Lod 


[ J 


a 





CHECK 


SHOULD 
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YOU BENEFIT... 


by over 50 years of 





MARSHIAN FOUND 
DIRECTING SHIPMENTS 
AT FRUEHAUF TRAILER CO. 











experience 





Shown is Revolvator Uplifter Portable Elevator. 

Uplifter load- Multiple use, multiple purpose 

= gate Revolvator Uplifters, products of 
UCK. 


50 years of engineering know-how 
solve handling problems through- 
out all industry. Ideal for shop 
usage, Revolvator Uplifters also 
speed handling in the shipping: 
department with equal efficiency. 
The Uplifter is ideal when no 
shipping dock is available. Elec- 
trically-powered Uplifter portable 
elevators are available in either 
“plug-in” or battery operated 
models. Write for information. 





Revolvator Up- 
lifters: 1000 Ib. 
and 2000 Ib. 


capacity. Also . 
dual capacity | eave LVATOR CO. | 





hand-operated 


8702 Tonnele Ave., N. Bergen, N. J. 
models. 
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Dependable MARSH Stencil Machines 
address Fruehauf shipments fast. Perma- 
nent, legible stencil addressing, will speed 
your product handling too! Eliminates 
lost shipments. Pays for itself with labor 
saving. Prove to yourself that MARSH 
Stencil Marking is superior to your 
present methods. 


FREE: stencit cut with YOUR NAME, ADDRESS; 
and “‘The Marshian Story.”’ Clip this ad to business 
letterhead, with your name. MAIL TODAY! 
M*RSH STENCIL MACHINE COMPANY, 
62 Marsh Building, Belleville, Ill. U. S. A. §9 


MARSH STENCILS 
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and 


Are special handling units, with fully-enclosed motors, non- 
sparking chains and wheels, and the like, ready for use in haz- 


ardous areas? 


Co-operation for better handling 


Is every plant department doing its part in reducing handling 
costs? (They can all help. Tool design, for instance, can provide 
lugs on heavy tools to simplify handling, and provide special 
loading and unloading fixtures.) 


Are you working with suppliers to have materials shipped in 


easy-to-handle form? 


Could bulk materials be shipped in hopper-bottom containers 
that might double as process-feeders? 

Could packages and dry materials in brick form be palletized 
by the supplier instead of in your own plant? 


Could better scheduling of purchases, based on better production 
forecasts, make it possible to move supplies directly from the re- 
ceiving platform to the processing area, eliminating the extra 


moves to and from storage? 


Taking advantage of new developments 


Have you investigated new conveyor belts of molded nylon, syn- 


thetic rubber, and the like? 


CONSIDERED 


HAVE 


SHOULD 
CHECK 


a 
— 
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Send for FREE ILLUSTRATED 
CATALOG, containing seven large 
scale maps showing in color the area 
covered by our 400 large scale street 
maps. Absolutely no obligation, no 
salesman will call. 


MEANDERING DELIVERIES 


Route your trucks the SHORTEST WAY every trip. 
The time and gas used by your drivers looking for 


unknown streets will buy a hundred maps 
like Hearne’s Street Map of your city and 
county area. 

Printed in six colors; street names are in 
big, black type, and instantly spotted with 
Hearne's patented, automatic Street Finder. 
(See border) 

Over 100,000 truck owners use Hearne 
maps every day to give customers better 
service and cut truck mileage. Many users 
claim they save the cost of the map in a 
single day's use. 


HEARNE BROTHERS 


America’s Largest Manufacturers of Commercial 
and School Maps 
25th Floor National Bank Bidg., Detroit 26, Mich. 


44” by 65” wall maps of any American city, 
$42.50 each F.O.B. your office. 

44" by 65” wall maps of any American county, 
$42. 30 each F.O.B. your office. 
44" by 65” wall maps of any state in the Union, 
$42.50 each F.O.B. your office. 


If in your operation you use salesmen, our city-county street maps might save your men 
considerable time. Test after test conclusively proves that this type personnel will make 
more calls more often if you make if convenient. Our cify-county street maps locate 
instantly and mechanically for your salesmen, any street address in any American city. 
We will promptly mail one of your secretaries a brochure, 


+—B 
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Continental Can Company 
uses Bunn Tying Machines 





; 


Continental Can Company uses Bunn Tying Machines on fast production lines 


Bunn Tying Machines will 
save you time and money 


Anything you now tie by hand 
can be tied up to 10 times faster 
. with big savings in labor and 
materials ... with a Bunn Pack- 
age Tying Machine. That’s why 
hundreds of companies . . . like 
Continental Can Company 
have switched from old fashioned 
hand tying methods to Bunn 
Machines in their shipping 
departments, mailing rooms, and 
everywhere that tying is required. 

Here’s a simple test you can 
make to prove that Bunn Ma- 
chines do speed up tying 
operations: 

Time how long it takes a hand 
tyer to tie your product. Com- 
pare the result with the 2 seconds 
or less required by a Bunn Tying 
Machine. 

And there are many other ways 
in which Bunn Machines save 
time and money. Here are a few: 
Slip-proof knot won’t come un- 
done even with the roughest 


B. H. BUNN CO., 7605 Vincennes Ave., Dept. DR-95, Chicago 20, Ill. 


rc 
B. H. BUNN CO., 7605 Vincennes Ave., 


co 


save time and money in my business. 


Dept. DR-95, Chicago 20, Ill. 


Please send me a copy of your free booklet 
which shows how Bunn Tying Machines can 


handling . .. cannot be duplicated 
by hand... is approved by post- 
masters everywhere for mail tying 
of all kinds. 

Automatic adjustment to any size 
or shape without manual change- 
overs .. . automatically uses ex- 
actly the nght amount of twine. 


Controlled tension is never too 
loose or too tight . . . always uni- 
form ... reduces package break- 
age and product damage. 


Easily moved to any work area to 
break costly bottlenecks. 


Simple operation requires only a 
few minutes of instruction. 
Fatigue-less operation speeds up 
production frees operators’ 
time for other jobs. 

Whatever your business, what- 
ever your product . . . remember 

. . anything which can be tied 
by hand can be tied faster, better 
and more economically with a 
Bunn Package Tying Machine. 


GET THE WHOLE STORY... 


Send today for this fact- 
packed booklet, which illus- 
trates the many advantages 
of Bunn Tying Machines. Or 
let a Bunn Tying Engineer 
show you. No obligation. 






i Please have a Bunn Tying Engi- 
neer contact me. 
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Model PO-40S-Telescopic 


Store high and save space 
with BARRETT HI-LIFTS 


Barrett “walkie-type” PowerOx Hi-Lift trucks 
are built for floor-to-ceiling storage that con- 
serves space. Available for either platform or 
pallet handling. Short turning radius for nar- 
row aisle operation. Priced within your budget 
—low maintenance cost. 

¢ Platform Model PO-40...cap. 4000 to 6000 
lb. Travel speed 242 m.p.h. Over-all height 82” 
—platform elevation 72”. Other lifts and tele- 
scopic model shown above available. Write for 
BULLETIN 551-3. 

e Fork-type Model TTF-20...cap. 2000 to 
3000 Ib. Travel speed 24% m.p.h. Over-all 
height 68” or 83”. Fork elevation 9144” or 
12144". Single mast or telescopic models. Write 
for BULLETIN 5512-2. 


JUST OFF THE PRESS: Bulletins 551- 
1-2-3 Barrett's complete line of “walkie- 
type” PowerOx Trucks. Send for your 
copy. 









622 Dundee Road, Northbrook, Ill. 


CRESCENT 
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BARRETT-CRAVENS COMPANY 





ARRETT 


ONE MAN DOES MORE THAN 3 OR 4..,WITH A BARRETT 


Barrett equipment for 
every job 


High labor costs demand special- 
ized equipment. There isa 
Barrett-built unit specially de- 
signed to handle any moving 
job at low cost...even when op- 
erated by less experienced help. 

Your Barrett representative 
will gladly assist in selecting the 
type and model of material han- 
dling equipment best suited to 
your needs. 


CT Platform Hi-Lif? 


7... 
? 
- < 


—_— 








She 


——— 


Hand Lift Truck 


Aisle Saver 


Representatives in All 
Principal Cities. 
Canadian Licensee: 
S. A. Armstrong, Ltd., 
Toronto, Canada. 








Build-it-yourself conveyor sections? 


Automatic dispatching and switching systems for trucks, ele- 
vators, conveyors? 


Pneumatic handling methods, including air-fluidized systems for 
moving bulk materials? 

Preformed and perforated channels for constructing carts, bins, 
and racks? 

Lighter-weight trucks, cranes, hoists, and containers made of 
plastics and magnesium as well as aluminum and new, stronger 
steels? 

New types of hooks, slings, clamps, and other holding and lifting 
devices? 

Crane and tractor cabs that provide greater operator comfort 
and safety: 

Electronic controls that make for greater precision of operation 
of elevators, cranes, hoists, conveyors? 

Radio and radar-operated trucks and tractors that travel through 
the plant by themselves or can be controlled from a distance by 
the operator? 

Magnetic and pneumatic attachments that simplify lifting of 
loads, placing of dockboards? 

New types of batteries and new fuel systems like LP gas that may 
reduce operating and maintenance costs? 

Hand trucks that are lighter in weight and easier to maneuver? 
Self-feeding bins and vibrating feeders? 

Magnesium and plastic tote trays? 

Bulk cartons that can hold as much as 1,000 pounds of material? 
Collapsible canvas, rubber, sheet metal, and wire mesh containers 
and skid boxes? 

Expendable pallets and palletless unit loads? 

Automatic strapping and banding machines? 


Automatic pallet-loaders and stackers? 


Tapping information sources 


Are you taking full advantage of help—in the form of operation 
manuals, instruction kits, visual training aids, flow charts, plant 
layout kits—offered by: 

Equipment makers and their associations? 

Materials suppliers? 


Railroad, airline, and trucking companies? 


Field warehouses? 

Trade associations and the larger companies in your own and 

related fields? 

Government agencies? 
Are interested personnel encouraged to attend materials handling 
trade shows and management association conferences that deal 
with the materials handling problems? Do engineers have copies 
of the many government manuals dealing with materials han- 
dling? (The Small Business Administration, the Agricultural 
Marketing Service, and the Navy’s Bureau of Supplies and Ac- 
counts are among the agencies which have prepared such man- 


uals. ) 
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Loudon Goloctomatin-Autowatio: Diapaltol 


Louden’s contribution 
to AUTOMATION here 
saves $25,000 a year 


Louden Selectomatic-Automatic Dis- 
patch is an application of automatic, 
unattended operation to materials han- 
dling and as such is serving many large 
industrials the country over. It is fur- 
ther indication of Louden’s ability to 
turn the fundamental advantages of 
overhead handling to greatest account. 
The typical installation shown here is 
in the Johnson Motors, Waukegan, IIli., 
outboard manufacturer plant. Its func- 
tion is to carry aluminum parts through 
a Lyfaniting (anti-corrosion) process. 
The moment its basket is loaded by one 
man and the button pushed, it carries on 
by itself, dipping basket contents into a 
series of tanks for stipulated periods of 
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New! Louden Shokpruf Electrification for all mon- 
orail and crane installations. Hazards of open 
conductor bars now completely overcome by this 
exclusive Louden engineering development. Write 
for full details of this safe conductor system. 


time, and then running its load to a 
second man who unloads it. The Select- 
omatic-Automatic Dispatch System re- 
places a hand-operated monorail system 
and accomplishes in one shift what it 
used to take 3 shifts to do. On an initial 
investment of only $16,000, this user is 
saving in excess of $25,000 a year! 

The availability of such equipment 
is a reciprocating testimonial to the 
breadth and penetration of Louden en- 
gineering. Truly Louden turns to great- 
est account the advantages of overhead 
handling—providing the finishing 
touch that makes the difference be- 
tween ‘‘pretty good’’ and outstanding. 
Call in a Louden man for help on your 
handling problems. 


THE LOUDEN MACHINERY COMPANY 


5509 Broadway, Fairfield, lowa 
A Subsidiary of Mechanical Handling Systems, Inc. 


























Louden Selectomatic-Automatic Dispatch em- 
bodies the principle of automatic control as ap- 
plied to materials handling operations. In some 
installations, it even exemplifies true AUTOMA- 
TION. By combining monorail track, the appro- 
priate current-carrying and current-controlling 
devices, motorized conveyors, and the appropri- 
ate type of carriers, the completely automatic 
and unattended handling, carriage and process- 
ing of many materials and parts are achieved. 
Impressive economies, production increases and 
quality improvement are the result. 








MONORAIL & CRANES 
SINCE 1867...THE FIRST NAME IN MATERIALS HANDLING 
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Why freeze your plant 





to a fixed bulk 
Nandling system ? 


ike 


is Economical 
Flexible 
_ Expandable 


consider these facts: 


1. Tote System is a complete bu’h 
material handling system built 
around easily handled and trans- 
ported aluminum bins plus auto- 
matic filling and discharging 
equipment. 

2. Tote System is completely flexible 
—can be readily adapted to pres- 
ent and future plant layout. 


Ww 


Tote System is now being used by 
hundreds of manufacturers and 
processors to handle thousands of 
tons of bulk materials every week. 


4, Among the many applications of 
Tote System are these: 


e For inter-plant shipment of 
bulk materials. 


e For in-plant storage and 
handling, including tempo- 
rary storage of surge capacity 
between production and 
packaging. 

*Tote and Tote System Reg. U.S. Pat. Off. 





e For accurate and automatic 
weighing and blending. 


5. Tote System saves time and labor 
...container costs...storage costs 
... losses due to weather and de- 
terioration ... losses due to spill- 
age, sifting and dusting. . . losses 
due to rodents and insects... 
Original product quality. 


Some of the materials now being 
handled are cement ¢ sugar « flour 
Salt « plastics * soy meal « ethocel 
powders « whiting « feed « carbon 
black * phosphates « detergents 
silicones « soluble coffee + soluble 
tea « phosphor powders « dacron 
sherbet powders « soft drink mixes 
cake mixes « titanium sponge 


Tote Engineers will survey your 
plant to determine the savings you 


can effect—at no cost or obligation. 


Meanwhile, write for illustrated 
literature. 


ToOoTrEeE SWysTEM, iric. 


610 SOUTH 7TH 
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BEATRICE, NEBRASKA 








BETTER 
HANDLING 


It’s all in knowing how 


The hours can be short and the 
costs low, but in-plant schools for 
materials handlers bring big divi- 
dends in safety, efficiency, and 
equipment life. 

At Ansul Chemical Company, for 
instance, a six-hour training course 
for industrial truck drivers has re- 
duced complaints from the produc- 
tion department more than 50 per 
cent (see January, page 61), and cut 
maintenance costs in half. Ansul 
attributes the latter in part to more 
careful operation by trained drivers, 
and part to preventive maintenance 
training incorporated in the course. 

Similar results have been achieved 
at Norton where, indeed, excessive 
maintenance costs were the primary 
reason for setting up the course, and 
at Electric Steel Foundry Company 
(see page 109). At Eastman Kodak, 
it was the Safety Department that 
started the ball rolling; but now 
every department benefits. 

All three back up the actual train- 
ing course with licenses for qualified 
drivers, operation and maintenance 
manuals, and regular refresher ses- 
sions. 

Norton, for instance, has a twelve- 
page manual which includes such 
specific suggestions as these for tork 


trucks: 
¢ Traveling: Hold loads stationary. 
Keep them about six inches above 





the floor, or as low as _ possible, 
while moving. On elevators, shut 
off power and set brakes. 

¢ Parking: Place forks flat on floor. 
* Ramps: While descending, drive 
backward to avoid tipping over. 

¢ Tilting device: Use it. By tilting 
back, balance is improved. 

¢ Clearances: Observe them. Carry- 
ing loads too high may result in 
the mast striking doors, pipes, air 
lines, and so on. 

¢ Driving: Watch rear end swing. 

On maintenance, the Norton 
manual notes that every operator 
can not be an expert mechanic; and 
there is no set of rules that can be 
established for detecting all break- 
downs and operating difficulties. 
But, the manual points out, the 
operator can tell a great deal by 
making full use of his senses. The 
manual makes these suggestions: 

Listen: Any unusual sound or 
the absence of a regular sound may 
be an indication of trouble. For in- 
stance, the whine of a pump may 
mean that the oil in the hydraulic 
lift is low or that a bypass valve 
needs adjustment. Listen to your 
truck and learn its language—it 
can tell you a lot. 

Look: Your eyes are all-impor- 
tant. Not only can your eyes sur- 
vey conditions around you which 
might lead to truck damage (ob- 





Classroom sessions at Eastman Kodak explain basic principles of handling 
equipment, point up dangers of misuse. Lectures are followed by practise 
on obstacle course. These students are members of plant fire brigade. 
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Better handli 


Whether the product is steel balls 
or nutmeats...door locks or 
marshmallows... plastic parts or 
cake mixes... continuous flow 


can be achieved in ROBO-LIFT 


Bucket Elevating Conveyor Systems. 





hg ideas... 


Parts of door lock 
assemblies from 
process to storage 








by the bucketful! 











The problems vary in each application. For example, the delicate 
marshmallow must be handled delicately. Cake mixes demand the 
utmost in sanitary methods and require stainless steel equipment. 
Materials handling in the manufacture of door locks calls for 
complete flexibility and advanced control systems. Each of these 
jobs is accomplished by ROBO-LIFTS with an unusually high degree 
of practical! efficiency. The simple but unique basic design of the 
ROBO-LIFT permits a great deal of flexibility in its application to 
continuous, bulk material handling jobs. 





Machine Company 
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Counsel is equipped with a wealth of field experience analyzing 
continuous flow problems. Our engineering staff is available at all 
times to help in planning and completing your material handling 
project. They serve you best from the very outset of your planning. 
Write to us now for further information. 





8 HATHAWAY STREET, WALLINGTON, NEW JERSEY * MIDWEST OFFICE: 333 NO. MICHIGAN AVENUE, CHICAGO 1, ILLINOIS 
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Almost 7-Ft. long ... yet it 


TIERS IN 6-FT. AISLES! 


eens 





Electric 


TIERING TRUCK 


Gives you up te 


50% 


more storage space 
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IT’S MAGIC the way this RAYMOND Truck tiers 
in aisles narrower than its own length with load! 


Yet, day after day this truck does just 
that in hundreds of plants and ware- 
houses. 


HERE'S THE SECRET. . . 


The RAYMOND Truck is extremely com- 
pact, has c patented off-set drive wheel 
with 200° turning arc. This permits it 
to right-angle stack from 6-ft. wide 
oisles ... gives you up to 50% more 
storage. 





NEW LEASE-PURCHASE PLANS ! 
Now it's easy for you to own or lease 


any RAYMOND Electric Truck. Three 


Its light weight allows safe operation 
on low-cepacity elevators and floors. 
51” free lift enables it to tier in low- 


new plans permit you to rent or 
purchase over | to 3-year periods. Ask 


ceiling areas without increasing over- 


your RAYMOND representative about 


all height. 
SEND FOR 
BULLETIN 





Electric industrial Trucks 
Hydraulic Elevating Equipment 


PATENT NO 2.564.002 
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these plans ! 


The RAYMOND CORPORATION 


4677 Madison St., Greene, N.Y. 
[] Please send Bulletins 6n 2,000 and 3,000 Ib Tiering Trucks. 


[] Please have your representative call. 














NAME TITLE 
COMPANY —__ : = 
STREET 

ciTy STATE 











stacles in your path, extreme loads) : 
they can also detect such things as 
loose parts, bare wires, poor tires, 
and so on. Use your eyes. 

Feel: Is there too much play in 
your steering wheel? Does it shim- 
my? Is there an unusual vibration? 
Do you feel heat? All these and 
many other conditions may reveal 
themselves to your touch rather. 
than your hearing or sight. A re- 
port now may save downtime and 


an elaborate overhaul later. 





Smell: Yes, even your nose can 
help here! The hot smells of over- 
heated motors, burning insulation, 
overheated resistors, and dragging 
brakes are quickly recognized. Re- 
port them right away. 

Examinations for materials han- 
dlers, to make sure they’ve learned 
their lessons 
chance to earn their operators’ li- 


and give them a 
censes, can include written quizzes 
as well as performance tests. Here, 

Continued on page 106 





Obstacle course at Norton Company is used to train and test drivers before 
they're assigned to handling jobs. Norton finds such training pays off 
in safer, more efficient handling, lower equipment maintenance costs. 









IF YOUR FIRM 
OPERATES 
ITS OWN TRUCKS... 





The Tachograph permanently re- 
cords on a wax-coated chart when 
truck started, when it stopped, when 
it idled, speed and distance traveled. 


Complete charts showing vehicle’s 
operation enable your company to 
set up a proper schedule for a pre- 
ventive maintenance program on a 


; ' 
Wagner Electric Grporation 6439 Plymouth Ave., St. Louis 14, Mo. 4 


Please send a copy of Bulletin SU-3. 


you can cut your 
trucking costs with 


iach 
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time and distance scale... help you 
select the quickest, most economical 
route between stops. 

Send this coupon today...learn 
how Tachographs can help make 
your trucking operation safer, more 
profitable, more efficient. 


$55-10 





TACHOGRAPH 
the recording 





Name and Position 


speedometer 








Distributed only by 
WAGNER ELECTRIC 





CORPORATION 
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Address suesmment 
City State 
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Fasten it better and faster with 


BOSTITCH 
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Bostitch 15-8 Tacker with Outward Clinch—It anchors 
staples inside soft materials entirely from the out- 
side. Staple legs spread to form strong, tight clinch 
(see diagram). Ask your Bostitch Economy Man 
for a demonstration. 
STAPLES HOLD BETTER AT ONE-TENTH THE COST! Trans World Airlines overlook A Bostitch Economy Man suggested stapling the bills with a new Bostitch 
I - 
no detail in assuring the safe, swift arrival of air freight shipments. Shipping tacker that “spread-eagles” staple legs inside carton walls. TWA tried it, 
bills fastened to cartons with even the best tape sometimes tore loose in damp found stapling four times faster than taping and far superior in holding power. 
climates. And taping cost $14 per thousand bills. Cost: $1.40 a thousand. Now all major TWA stations are Bostitch-equipped! 
H h D h | B | h | ? 
Rn RMN rear 
1 
I 
! 
Your Bostitch Economy Man can tell you. | BOSTITCH, Inc.,669 Mechanic St., Westerly, R. I. 
, or : : pe | I'd like to know exactly how stapling can cut costs in our fastening operations. BUILDING APPLICATIONS 
He’s one of 350 trained fastening specialists Pe | Seeds | tie - applying asphalt roofing 
I’m particularly interested in the following applications (please check) : St oe om , 
; I< | ' = laying underfelt 
. or .: . ri —~ , m « stalli > eili . til 
working out of 123 cities in the U. S. and HI-SPEED PRODUCTION FASTENING PACKAGING and CARDING mies ss og eter a, Rama 
sh . coh lastie) applying insulation 
P ‘ > . OF = ~ tite | |] stapling vs. riveting |} Sealing Dags (cioth, paper or plastic installing low-voltage wiring 
Canada. There are over 800 kinds of Bostitch | |) stapling vs. spot welding _] mounting products on display cards applying shake shingle siding 
. . . . a stapling vs. screws or bolts [J fastening items to individual cards OFFICE EFFICIENCIES 
staplers In his cost-cutting repertoire. | '} stapling vs. glue or cement SHIPPING ROOM ECONOMIES Sling 
' ) stapling vs. tape 2 Po. SI mee, A 
‘6 . 9” » . = - ? preparing cartons for filling outing 
Look up “Bostitch” in your telephone directory, ") stapling vs. tacks or nails ~ sealing filled cartons posting 
. , LJ stapling vs. solder ) || lining or padding crates binding folders and reports 
or check the coupon at the right. J stapling vs. wire or string _) applying shipping bills or tags preparing advertising dummies 
| 
| 
« | 
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The proof of QUALITY... 
The guarantee of SERVICE... 







Richards -Wilcox 
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Continuous Power 

Conveyors 
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® Bath scale housings mov- 
ing through electrostatic 
spray booth on “ZIG-ZAG” 
Conveyor in plant of Con- 
tinental Scale Corp., Chi- 
cago. Note swivel pend- 
ants to revolve housings. 


® “Up they go, out of the 
way’. Scale housings on 
way from baking ovens to 
final assembly. Note am- 
ple aisle clearance. 


Quality more than pays for itself, in the long run. 
Years of safe, trouble-free, low-cost service brings 
many dividends in production efficiency. 


That’s why more and more to fit the new conditions by 
plants are demanding Richards- plant personnel, and in most 
Wilcox “ZIG-ZAG” Continuous — cases using all the original parts. 
Power Conveyors to help fill And 6 inch pendant centers 
their materials handling needs. make it an easy matter to han- 

“Z1G-ZAG” Conveyors take dle any production needs. 
materials handling overhead Richards- Wilcox “ZIG-ZAG” 
where space is ample. The track Continuous Power Conveyors 
moves up, down, in, out and mean extra safety for product 
around, carrying unit loads up and personnel; smoother, more 
to 125 pounds at speeds from _ efficient materials handling; and 
one inch to 60 feet per minute. lower production and labor 

When relocation is necessary, costs. Find out how ‘“‘ZIG- 
the entire system may bealtered ZAG” can help you, too. 


Write today for complete details or consult with an 
R-W Engineer—at no obligation. 








Reg U 3. Pet or 
SUDING DOOR HANGERS & TRACK © FIRE 
DOORS & MIXTURES « GARAGE OOORS 6 EQUIP. 
ENT + INDUSTRIAL CONVEYORS 4 CRANES 


* SCHOOL WARDROBES & PARTITIONS + 475 THIRD STREET, AURORA, ILLINOIS 
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for example, are some multiple- 
choice questions prepared by an 
equipment-maker: 
° To start traveling, the — shift 
should be in: 

( ) Low gear. 

( ) 2nd gear. 

( ) 3rd gear. 

( ) High. 
® Driving with your foot on the 
clutch pedal will cause excessive 
wear to the 

( ) Clutch pedal. 

( ) Throw-out bearing and fly 
wheel. 

( ) Hoisting mechanism. 
° If load obstructs the forward 
view when driving forward, the 
operator should: 

( ) Drop load and remove top 
articles. 

( ) Hang head outside to see 
around load. 

( ) Stop and turn around and 
go the same way in reverse. 
® In creeping forward to pick up 
load it is always better to: 

( ) Shift into low gear. 

( ) Stay in higher gear and slip 
clutch. 

( ) Ride the brake. 
© If the rear wheels of the vehicle 
raise off the ground when lifting 
the load, the operator should: 

( ) Refuse to pick up load. 

( ) Get several men to stand on 
counterweight. 

( ) Try to reduce the load to 
be carried at one time. 
® When picking up a load with a 
mobile crane, it will be safe to: 

( ) Just get the point of the 
hooks into a small hole. 

( ) Wrap the main line around 
the load. 

( ) Use chains or slings. 
e If the surface is wet or rough 
and your vehicle is travelling twice 
as fast as a person walking, you are 
moving: 

( ) Too slow. 

( ) Too fast. 

( ) About the correct speed. 

Material like this is not hard to 
prepare, and the courses themselves 
are easy to set up. Many equipment- 
makers offer films, forms, and other 
training aids; government agencies 
like the U.S. Department of Labor 
have much helpful material; and 
companies like those mentioned 
here will share their know-how. 

Why not try one in your plant— 
for crane operators and other han- 
dling personnel, as well as for truck 
drivers? 








SAVE MANPOWER... 


with MILWAUKEE : a. 


MAGNESIUM 


$ Dock boards for truck or rail 3 













JOB-ENGINEERED 
Design, size and 
capacity to fit 
your needs. 


SERIES F 
Full tength position lock, 
60 models, to 3000 Ibs. 
capacity. 


SERIES T 
Low-cost Hand Truck Spe- 
cial. 24 models, to 2000 
Ibs. capacity. 
let MPM representatives recommend g 
cost-saving answer to your loading prob- 
lems, with job-engineered or standard 
dockboards. 


_ } PRODUCTS OF 
: ‘MILWAUKEE 





t 


758 W. Virginia St., Milwaukee 4, Wis, 
DESIGNERS and FABRICATORS for 
INDUSTRY, COMMERCE and GOVERNMENT 
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DRAKE, Distribution } 
STARTZMAN, one 
Materials } 
SHEAHAN Handling 


and BARCLAY Consultants 





CONTROL, MOVEMENT AND STORAGE OF MATERIALS | 
41 East 42nd Street, New York 17, N.Y. 
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BETTER MARKING 
EQUIPMENT 
by industrial 


FOR PRODUCTION LINE 
MARKING,DATING AND CODING 


Unmatched for high speed performance and 
economical, efficient operation. 

Before you make any decision on marking 
equipment, get full information on Industrial. 
You'll be glad you did! 

Write for Industrial’'s new Catalog — today. 
De pt. DR, 





\ndustrial &S¥®\ arking E |quipment 


a oe i ie ine 
454 Baltic Street, Brooktyn 17, New York . MAin 4-2601 








AUTOMATED OFFICES: 
FACT AND FANCY 


In the October issue of DR&MI, 
“Automation in the Office” dis- 
cusses the down-to-earth problems 
that face management in obtaining 
quicker and better control of busi- 
ness information. 
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Pure-Pak* disposable milk container pours 
like a pitcher. 
*Division of Ex-Cell-O Corporation 











International Banding Machine shown band- 
ing frankfurters. Diamond #66 Chain is 
shown with special attachments. 


see 





This case set-up machine uses Diamond 
Roller Chains with spacer bar attachments 
for conveying cases through the machine. 





Box Sealing Labeler using Diamond Roller 
Chains is manufactured by the Oliver Ma- 
chinery Company of Grand Rapids, Michigan. 





On leading high output 
ging machinery— 


long life DIAMOND ROL 


















e Packaging machinery must operate re- 
liably to keep the cost of packages used 
for so many products at a very minimum. 
Stoppages are costly—since packaged 
goods are in most cases high produc- 
tion items, such as razor blades, bread, 


butter, milk. 


e Every package design makes new de- 
mands on the engineer and on the 
machinery he designs. For each packag- 
ing and conveying problem there is a 
Diamond Chain manufactured with pre- 
cision and famous Diamond uniform 
high quality. Many types of attachment 
links are immediately available. Diamond 
Engineers will be glad to give you ex- 
perienced help in solving unusual con- 


veying and packaging problems. 


Write for special Double-Pitch Chain 
Bulletin #34 





Always Preloaded 


For many, many years, Diamond Chain has 
been preloaded after assembly for the purpose 
of bringing pin-bushing seating into stabilized 
relationship prior to field installation. 


Shot-Peening Since 1944 


Diamond Chain has long recognized that certain 
types of internal stressing of chain parts would 
increase fatigue resistance. To this end, link 
plates have been specially processed and chain 
rollers and other parts have been shot-peened 
since 1944, 




















DIAMOND CHAIN COMPANY, Inc. 
Where High Quality is Traditional 
Dept. 422, 402 Kentucky Ave., Indianapolis 7, Ind. 
Offices and Distributors in All Principal Cities 
Please refer to the classified section of your local 


telephone directory under the heading 
CHAINS or CHAINS-ROLLER 
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LER CHAINS 


Extended pins can be 
spaced as desired.” 





> 


Bent Lug Plates on each side, every link.” 


; 
| 
; 
' 
/ 
j 


Double Bent Lug 
plates for one or both 
sides of Chain.” j 








Straight Lugs on one side, every pitch.” 


"Standard Attachments 
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/navelonden:... revolutionizes long load handling! 


TEADE MARE 


Here at last is a practical answer to the 
awkward problems of yard handling 
and particularly those nightmarish long 
loads. ‘Traveloader combines the unique 
ability to pick up, carry, and stack long, 
unwieldy or multiple pallet loads—indoors 
or out. Operating over paved or unpaved 
roadways, it does the job fast, safely, and 
much cheaper than other equipment. 





ONLY 

TRAVELOADER 

51-4 Picks up like a straddle truck @ Delivers like ahighway truck @ Stocks like a fork truck 
108 
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This one machine, with one operator, re- 
places two and often three fork trucks, 
portable cranes or straddle carriers, and 
does the job better. You save manpower, 
cost of buying and maintaining other expen- 
sive equipment, aisle space, and time. Be- 
cause Traveloader loads from the side and 
carries loads lengthwise, it requires much 
less aisle space than fork trucks. 





2 


handling equipment 





Unlike a straddle carrier, this new machine 
can stack up to 12 feet high. And when 
traveling, the load is nested safely aboard 
the Traveloader’s deck, eliminating dan- 
gerous dangling and swaying of load, 
distributing load evenly over four large 
wheels, and making speeds up to 30 MPH 
practical and safe. 


Write for descriptive bulletin No. 1360. 


THE BAKER- 
RAULANG CO. 


1205 West 80th Street * Cleveland 2, Ohio 
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A subsidiary of Otis Elevator Company 
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BETTER 
HANDLING 


Keeping costs under control 


The smart company judges the 
age of its equipment by its service 
record—not just by its model num- 
ber. And it keeps that equipment 
voung by taking care of it. One 
important step is operator training 
and licensing (see below and page 


trial truck. When on duty, he 
wears an operator's badge that 
serves as a driver’s license. 

The supervisor checks out each 
driver, distributes, collects, and ana- 
lyzes operators’ reports, prepares 
special service sheets to guide the 


maintenance department; and 
checks to make sure that needed 
repairs are made. 

Result: truck maintenance is 
down, trucks are used more efh- 


102); another is regular miainte- 
nance and repair. 

Electric Steel Foundry Company 
puts the two steps together in a 
simple but effective system con- 


trolled by the group supervisor. ciently, and effective control of 





Each operator must pass a writ- costs has been achieved. (Copies of 


ten examination before he is al- forms used at Esco are available. 


lowed to drive any type of indus- Source on request.) 


New Handling System 


Se increases production while 





Hour Meter Reading Start Date * 
| liminati li 
E t No. 
garter a ses aes, ca eliminating fwo lines 
24 Crankcase Oil Level: Low... , OK. 
Battery 
Tires: Low , Cut 0.K, . Starter In one of the automotive industry's newest plants, pro- 
Radiator: Low_ 2 cAteee Clutch duction of frames for 1955 models was lagging, even though 
Brakes ~ : : - 
ec isle heel ec. OK. 6 lines were being used. Then Planet engineers were consulted, 
Horn 
Remarks: ois Soke Lights They designed and installed a new frame handling sys- 
Hoist Mech. tem which exceeds current production requirements, doubling 
: Motor. | the output of the old-style line. Now only. 4 lines are used. 
Remarks In addition, quality has been improved. 
Sieus Mibler Reciiinn Gidel SNA. oe ee ‘5 = : Here's how the system operates. The component parts 
of the frame are delivered by trolley conveyor to a frame as- 
Operator's Name... depaeeeestttintsintniabenpsttnnmastoe anermemrectonge ricligiasisiadapnyyiaitieegti 
sembly conveyor where they are automatically positioned for 
°. veut 











tack welding. The assembled frame is then discharged on to 


Report card is key to efficient industrial truck maintenance at Electric the frame welding conveyor illustrated above. 
Steel Foundry. It tells at a glance how much truck has been used, what parts 


, . Here th ram r tomati r 90° 
need maintenance attention. Cards are collected at the end of each shift. ere the frames are automatically rotated, 90° at a 


time so that all finished welding is done on a horizontal plane 
as the frames move by each welding station. Frames are then 
automatically conveyed through checking, cleaning, and paint- 





ing operations. 


If you have a production problem, why not consult Planet 
Corporation engineers? Write or phone today. There is no 
obligation. 
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1835 SUNSET AVENUE 
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@ ENGINEERED SYSTEMS 





@ FOUNDRY EQUIPMENT 


@ AUTOMATION 





@ STEEL FABRICATION 





Engine hour-meters on _ trucks ‘IT PAYS TO PLAN WITH PLANET’’ 


keep track of operating time. Blow- 
up helps foreman explain their use. 


Badge prevents unlicensed use of 
trucks; indicates, by color code, 
type of equipment man may operate. 
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No. 7 of a series to introduce you to some of industry's outstanding plastics craftsmen 


Challenged by the materials at hand, the artisans of other ages enriched 

the world with beautiful objects of wood and silver, iron and glass. 

Today’s craftsmen are applying the same creative skills and the same insistence 
on perfection to the mastery of new materials—the fabulous family of plastics. 
Pictured here are two of these modern specialists who are molding plastic 
products to serve every industry, every home. Monsanto, a major 

producer of high-quality plastic materials, salutes these craftsmen who 

are helping to mold America’s tomorrow. 


When your plans call for plastic parts or products, consult an expert custom molder 


John Faioon, General Electric Company, Taunton, Mass. W ith 
General Electric in a technical capacity since 1937, Mr. 
Faloon guides the work of over 350 molding presses and 
40 technicians at the Taunton Plastics Department. More 
than 6,000 different molds have been designed and built 
here for the production.of mass market items, like the 
viewer shown, as well as for industrial and military appli- 
cations. A mold to produce plastic proximity fuses for 
trench mortar shells, with which 30 million intricate parts 
were molded to exacting government specifications, is 
among the jobs Mr. Faloon helped engineer. 


MONSANTO CHEMICAL COMPANY, 
PLASTICS DIVISION, SPRINGFIELD 2, MASS. 
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Arthur Peterson, Cambridge Panelyte Molded Plastics Co., 
Richmond, Indiana Twenty years ago Mr. Peterson started 
up one of the first three hydraulic-operated injection mold- 
ing presses in America. Today, as Chief Inspector and Tool 
Engineer, he is responsible for all mold maintenance, tool 
design alterations and ultimate operation. Under his super- 
vision, specifications permitting only .002-inch tolerance 
have been met. He once ran a refrigerator door shelf job 
around the clock 7 days a week for 3 months with only 6 
hours down-time. In-plant scrap was less than .5% and not 
a single part was returned. 
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Marketing notes and comments , . . James K. Blake 


Advertising—Sales Exec’s 


React to Consumer Study 


6é 

How Much Think- 
ing Before Buying,” the August 
marketing article, contradicted so 
much of conventional marketing 
theory that the editors asked a num- 
ber of advertising and sales execu- 
tives who had read it what they 
thought of the findings. 

The major point commented 
upon by management readers is 
summed up by this quote from the 
article: “Any notion that careful 
planning and choosing, thorough 
consideration of alternatives, and 
information seeking accompanied 
every major purchase was contra- 
dicted by the data. . . . Rather, it 
appeared that many purchases were 
made in a state of ignorance or at 
least indifference.” 

Among the marketing manage- 
ment readers asked to comment 
was Thomas D’A. Brophy, Chair- 
man of Kenyon & Eckhardt, Inc., a 
New York ad agency. Mr. Brophy, 
in turn, asked his research depart- 
ment head, G. Maxwell Ule, to 
comment at length. Mr. Ule’s 
thoughtful critique embraced many 
of the points raised by other read- 
ers and, in the interest of objective 
reporting, seemed to call for a reply. 

So here we go. Below are Mr. 
Ule’s remarks, followed by a joint 
reply from George Katona, the 
Survey Research Center’s Program 
Director, and Dr. Eva Mueller, who 
directed the study. 

“The Survey Research Center 
study of Purchase Decisions had as 
its major objective the study of the 
extent of ‘deliberation’ in the pur- 
chase of a selected list of consumer 
durables. While attempting to place 
a statistical measure on the extent 


of this ‘deliberation,’ the study also 
developed a number of insights into 
the entire decision-making process 
for consumer durable goods. As a 
pioneering venture in this field, we 
think it certainly has made some 
contribution to our knowledge. 
However, in our judgment, it has 
contributed little of basic merit 
either in the findings or the meth- 
odology of the study. Here are the 
bases for our critique: 

“1. The concept of ‘deliberation’ as 
used in the study appears to be 
based upon the largely outworn 
19th century economic concept of 
the rational man, who like a slide 
rule balances marginal utilities and 
comes up with an ‘objective’ deci- 
sion on what course of action he 
should take in a purchase decision 
involving a number of alternatives. 
This assumption was not true when 
first postulated. To-day we have 
more evidence that it is not true.... 


Why Bother? 


“Setting up a consumer study to 
test an hypothesis which at best 
was originally stated as an assump- 
tion is of questionable value to prac- 
tical decision making. It may be 
interesting for those who are theo- 
retically oriented, but we should 
distinguish its utility between the 
two areas—reality and theory. 

“2. If we relax our first criticism 
and assume that a measurement of 
the ‘deliberation’ in buying durable 
goods is of practical value to the 
marketer and advertiser, we are 
then forced to examine very thor- 
oughly the underlying assumptions 
of the components of ‘deliberation.’ 
We must also examine the further 
assumption that ‘deliberation’ is a 


homogeneous unvarying quality 
which all men are equally capable 
of undertaking to a like degree. 
This is simply not so, the concept 
of ‘deliberation’ can just as easily 
be considered to be relative to the 
individuals involved. What is high 
deliberation for one person may be 
very limited deliberation for an- 
other. What is low deliberation for 
someone else may be high delibera- 
tion for another. On this assump- 
tion (and this is the one we accept 
—based upon our research into hu- 
man personality and its relationship 
to buying), it is our judgment that 
the over-all index of ‘deliberation’ 
developed for the study is too limit- 
ing, too artificial, and too unrealis- 
tic, since it applies a_ statistical 
point-of-view to the act of delibera- 
tion rather than a relative psycho- 
logical one. 

“3. Finally, we question whether 
the research tools used were sensi- 
tive enough and incisive enough to 
draw out the real and full facts 
about the amount and degree of 
deliberation in the buying decisions. 


Time Lapse Crucial 

“While we do not have access to 
the full details of the study, the re- 
port as published by the New York 
University Press (page 38, table 1) 
suggests that the average durable 
goods purchase discussed in this 
study was made about seven months 
prior to the interview, and that the 
purchase decision may have been 
going on from seven months to 
eighteen months prior to the inter- 
view. To recall in detail the factors 
which were involved in a purchase 
seven months to 


decision from 


eighteen months after it occurred, 





loose-leaf 
binders 


HEIN 


a 


often 
MAKE the 
difference 
between 
salesmen 





Why is one salesman 
more productive than another? 
You can point to experience or 
personality — or to the ability to 
present product facts quickly. 

The more productive salesman 
has an up-to-date loose-leaf cata- 
log. More often than not, he uses 
a Heinn Loose-Leaf Binder with 
carefully planned indexing ~— and 
tells his sales story faster to cre- 
ate extra sales volume. 7 


Millions of Heinn Loose-Leaf 
Binders, now in use, make sales- 
men’s and customers’ catalogs 
more effective. Each Heinn unit 
is made of beautiful, durable ma- 
terials and has a smooth, easy-ac- 
tion mechanism — a masterpiece 
that reflects pride of workman- 
ship. Compare any Heinn prod- 
uct with another kind, and you'll 
learn that there’s as much differ- 
ence between binders as between 
salesmen! 


i 3 
“tute “FACTS AT YOUR 


..« Heinn's helpful 
booklet for tne catalog planner. When writ- 
ing for your copy, please describe your 
binder and index problems. 


THE HEINN COMPANY 
310 W. FLORIDA STREET 
MILWAUKEE 4, WISCONSIN 


ORIGINATORS OF THE 
LOOSE-LEAF SYSTEM OF CATALOGING 
LEADERS SINCE 1896 
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ESSENTIAL TO INDUSTRY 





The nature of an industrial project determines its 
requirements but “movement” is always a big factor. 


There’s the movement of materials and equipment 
necessary for plant operation . . . the movement of unfin- 
ished products and of finished goods to markets . . . even 
the movement of executives on business and vacation trips. 


So, in many ways, movement translated in terms of rail 
transportation, is very important when selecting an 
industrial site. 


That’s one reason why so many concerns have estab- 
lished plants in the “Union Pacific West” where the 
finest of rail service is conveniently available. 


For complete and confidential information about 
available sites, see your nearest U.P. representative 
or contact Mr. W. H. Hulsizer, General Manager 

of Properties, Dept.371, Union Pacific Railroad, 
Omaha 2, Nebraska. 
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is, in our judgment, simply hu- 
manly impossible. This is placing a 
burden upon the subject which is 
incommensurate with his basic abil- 
ity. The psychological laws of for- 
getting and of transformation (as 
reported by Bartlett) can be as- 
sumed to have so changed the origi- 
nal experience by the time of the 
interview, that the testimony must 
be viewed with a high degree of 
reservation, 

“As an example, while the study 
reports that only 20 per cent recall 
having seen advertisements of the 
products bought prior to the deci- 
sion making (and the study admits 
that only the salient factors may 
have remained by the time of the 
interview), our own research has 
found over and over again that even 
shortly after exposure to advertis- 
ing, a large proportion of the re- 
spondents will deny having been 
exposed to it. 

“However, and this is the impor- 
tant point, further probing or non- 
directive interviewing brings out a 
surprising amount of advertising 
communication over and above that 
admitted by the respondent. It sim- 
ply takes much more skilled in- 
terviewing tools and appropriate 
timing to bring out the real profile 
of factors involved in affecting de- 
cisions. 

“In conclusion, we think that as 
a pioneering effort the study has 
merit. As a basic and definitive 
measure of the factors affecting 
purchase decisions and as a meas- 
ure of the amount of ‘deliberation’ 
which is involved in making the 
decision, the study has large limi- 
tations. 

“It is the responsibility of re- 
search to place before the adminis- 
trator the basic facts—to interpret 
these basic facts with intelligence, 
balance, integrity, and clarity. Then, 
and only then, can the administra- 
tor be expected to act rationally and 
deliberately.” 


Researcher’s Reply 

“We are grateful to Mr. Ule for 
his stimulating comments and 
eager to take up the challenge, par- 
ticularly since we agree with Mr. 
Ule that the study of ‘Purchase De- 
cisions’ is a small beginning, and 
by no means a definitive piece of 
research. 

“We were a little surprised to 
find that according to Mr. Ule our 
study was based on the old, out- 
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worn concept of the rational or eco- 
nomic man. The study grew out of 
a conviction that the 19th century 
concept is inadequate. But we also 
believe that the attacks directed 
against the old concept have gone 
too far. The extreme alternative, 
that the consumer acts exclusively 
in a habitual, emotional, or casual 
fashion, is also incorrect. This is 
certainly not an ‘either-or’ proposi- 
tion. Most of us, perhaps all of us, 
behave ‘ 
or on some occasions. The ques- 


rationally’ to some extent 


tions that need to be answered are: 
What does behaving ‘rationally’ 
mean? How much deliberation and 
what kind of deliberation is in- 
volved in consumer purchase deci- 
sions? Under what circumstances 
is deliberation present or absent? 


What’s Wrong with Theory? 

“We cannot agree with Mr. Ule’s 
distinction between reality and the- 
ory. In the long run nothing is 
more practical than good theory. In 
publishing the results of this first 
study on purchase decisions we 
have intentionally abstained from 
present practical applications, but 
Mr. Blake has already pointed to 
some practical conclusions. It is up 
to the practitioner to say whether 
it is useful for him to know—for 
instance—that deliberation, discus- 
sion, and information seeking are 
likely to be rare if the buyer thinks 
he gets a bargain, if his needs are 
very urgent, or if he was greatly 
satishied with his old household 
appliance. 

“These are examples of statistical 
generalizations. Psychological stud- 
ies—of which ours is one—need to 
be presented in such terms. Does 
market research ever try to pinpoint 
the specific individuals who will 
buy a car or a television set? Or is 
it concerned with the kind of peo- 
ple who are susceptible to certain 
kinds of marketing efforts? An- 
swers to the second question must 
be obtained, in part at least, by 
quantitative, statistical methods. 

“Mr. Ule is entirely correct when 
he states that deliberation is not ‘a 
homogeneous unvarying quality 
which all men are equally capable 
of undertaking to a like degree.’ 
Nevertheless, it is useful to take a 
statistical yardstick (such as the 
over-all index of deliberation) and 
to find out how a representative 
sample of durable goods buyers is 
distributed along it. We did_ stress 
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Saves Typing Time... 
Stops Eye Fatigue! .,” 
PANAMA oe 


“COPY- HOY ox 


Panama-Beaver’s exclusive patented oe 
paper box has a built-in copy holder that 
flips open with a flick of the wrist. Keeps 
copy material upright and in full view... 
speeds work... cuts office costs. Folds up 
neatly under box lid after use. COSTS 
NOTHING EXTRA when you buy Panama- 
Beaver Carbon Paper—America’s sharpest- 
writing, cleanest-erasing smudge-free 
carbon |! 

Have the Panama-Beaver representative 
near you show you the Copy Holder Box 
without obligation! 


PANAMA-BEA VER 
és tpt (Ahir 


@ Coast to Coast stribution 
MANIFOLD SUPPLIES CO.,19 Rector St., N.Y.6,N.Y. 


Ebony Duplicating Carbons * Eye-Saver 
Unimasters * Lustra Colorful Inked Ribbons 








] Numbering Machine 
1 () Jobs go Faster. 


FORGE 
190 


Automatic, all-purpose numbering 
machine speeds up dozens of every- 
day jobs in office or plant. (Provides 
consecutive, duplicate or repeat num- 
bering.) See your dealer or let us 
send ovr catalog “How to Select a 
Numbering Machine.” 


Specify FORCE for the Finest 4 
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WM. A. FORCE 7 
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individual differences and even em- 
phasized that the same person will 
deliberate in one situation and will 
not deliberate in another situation. 

“The third point Mr. Ule raises 
seems to be related to the oft dis- 
cussed problem of the need for 
depth interviewing. No doubt there 
are matters which can be discovered 
only by such methods, and we our- 
selves use stories and pictures in 
interviewing when they are needed. 
But it is possible that the impor- 
tance of such interviewing methods 
has been exaggerated. 


How Deep to Dig? 


“For instance, in studying fluctu- 
ations in the rate of spending on 
durable goods may we not safely 
neglect the Oedipus complex, or the 
influence of stern or permissive 
fathers and other repressed emo- 
tions? Or if we study the demand 
for a second car, may we not be 
satished with the suburban wife’s 
freely expressed dissatisfaction when 
her husband uses the family car to 
commute to work? In many phases 
of research, and the current study 
of the manner in which durable 
goods are purchased is an example, 
we may rest content with (a) direct 
questions, (b) non-directive probes, 
and (c) correlation analysis. Corre- 
lation techniques are capable of re- 
vealing many important relation- 
ships—for instance, between lack of 
deliberation and lack of education 
or urgency of need—even though 
the direct question of why does 
not contribute this information. 
(‘Skilled interviewing tools,’ to use 
Mr. Ule’s phrase, are required by 
this method as much as by depth 
interviewing. ) 

“As to the specific point about 

advertising: Of course, Mr. Ule is 
right. The study was never intend- 
ed to measure the efhiciency of ad- 
vertising or the frequency with 
which ads were seen. The stated 
purpose of the few figures mem- 
tioned about advertising was to find 
out whether messages conveyed by 
ads provided information remem- 
bered after the purchase and how 
the frequency of such recalls com- 
pared with information obtained 
by word of mouth.” 
Editor's note: The article warned 
that the study “will jar nerves of 
a good many .. . advertising agen- 
cies. We feel that within its scope 
the study is sound, that its major 
limitation is the sample size.” 
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<4 
DESIGN eee First in importance \ 
is selection of the proper plan or § 
plans for your Company. 


INVESTMENT... Once a plan 


has been established, nothing is 
more important than the proper 
investment of your funds. 







We have had many years of ex- 
perience in the design, adminis- 
tration, and investment of all 
types of employee benefit plans. 


Write or telephone our PENSION TRUST DIVISION 
2 William Street, New York 


CITY BANK FARMERS TRUST COMPANY 


Chartered 1822 


HEAD OFFICE: 22 WILLIAM STREET, NEW YORK 


Affiliate of 


THE FIRST NATIONAL CITY BANK OF NEW one 


Established 1812 














Doubling Univac’s Speed! 


The famous Univac® of Remington Rand has 
now widened even further its lead over other 
electronic business computing systems. Univac 
is still the only completely self-checked system 
... the only one which can read, write, and 
compute simultaneously without extra equip- 
ment. And now, the Univac II adds to these 
superior features the speed of a magnetic-core 
memory. 

The Remington Rand magnetic-core mem- 


ELECTRONIC COMPUTER DEPARTMENT 





ory is more than just a laboratory promise. It 
has been in actual customer use for over a year, 
passing all tests with flying colors in the first 
commercially available electronic computer to 
use core storage successfully. 

The capacity of the internal memory of 
Univac has also been doubled, giving instan- 
taneous access to 24,000 alphabetic or numeric 
characters. If needed, this can be further in- 
creased to 120,000 characters. 


~ 





DIVISION OF SPERRY RAND CORPORATION 
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Univac’s external memory—magnetic tape— 
now has greater capacity too, increasing input 
and output to 20,000 characters per second... 
the equivalent of reading or writing every 
character on this page more than 1,000 times 
a minute, 

These new Remington Rand developments 
can be incorporated into any existing Univac 
installation to double its speed of operation 
and to increase its economy still further. 
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Bb ccrah ROOM 1908, 315 FOURTH AVE., NEW YORK 10 
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LORRAINE CARSON 


Business Conditions Editor 
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Whether you are a man-about-the-world, or a home-body 
whose knowledge of things European is only a first-hand 
acquaintance with plaster of Paris, you are participating in 
the internationaldrama, if only by paying your taxes. How much 
do you know about your role? The answers are on page 137. 


1. Economic aid to Europe from 
1946 to the middle of 1955 cost the 
United States about: 
|| $5 billion [] $21 billion 
| $13 billion | | $30 billion 


2. Of the total net investment made 
in Western industry 
since 1948, roughly this proportion 
was made with U. S. foreign aid: 
|_| 40 per cent 
[_} 55 per cent 


European 


10 per cent 


[| 25 per cent 





3. Exports of the countries using 
dollar currencies constituted 30 per 
cent of total world trade in 1954: 
the share of the Soviet bloc was 


closest to this proportion: 
[] Ipercent [) 20per cent 
[} 10percent {] 40 percent 


+. Per capita income in Western 
Europe is about this proportion of 
capita income in the USA: 

|_| one-third |_| two-thirds 


| | one-half |_| double 


Her 


5. Proportionate to the population, 
are there more retail stores in Brit- 
ain or the United States? 

Britain [|] United States 


6. In their trade with the United 
States, do the Europeans buy more 


or less than they sell? 
[| More [ ] Less 
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7. Which of these countries has the 
highest standard of living? 
[| France 
[| Sweden 


| Switzerland 


United Kingdom 


8. A significant European superna- 
tional body which deals with two 
basic industries and has the power 
to set production quotas and mini- 
mum and maximum prices, is: 

|_| International Monetary Fund 

_ European Payments Union 
| | European Coke & Iron Insti- 


tute 
[_] European Coal and Steel 
Community 





9. Which Western European coun- 
try has the greatest holdings of gold 
and dollar reserves: 
| |] Germany(_] 
[| Italy : 


Switzerland 


United Kingdom 


10. Which of these countries had 
the smaller population in 1950: 
(| Germany [| United Kingdom 
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11. The North Atlantic Treaty Or- 
ganization has thirteen eligible 
member nations. Which of those 
listed below is not a member? 
[] Belgium 
[_} Denmark 


Iceland 
|] Yugoslavia 
12. Manufacturing is the most im- 
portant single factor in the produc- 
tion of the national wealth in three 
of these European countries; in 


which one is it not? 
| | Ireland 
|] Germany 


|_|] Norway 


[ | Netherlands 





13. The monetary organization 
which makes the currencies of sev- 
enteen European nations converti- 
ble among member states is the: 
| | European Payments Union 
[|_| International Monetary Fund 
[| World Bank 
|] United Nations’ Fund 


14. Which of these countries had 
the greater losses in military man- 
power in World War II? 

|] Germany [| United Kingdom 
[} Italy |] Yugoslavia 


15. Which suffered the most severe 
civilian losses during the War? 
| | France | | Poland 


|] Germany | | Yugoslavia 
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TWO SALESMEN 
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The Executive 
Desk Pal 
No. 300 
Lustrous 
nut Bokelite, with two deep 
wells, scods of 3x5 memo poper. 
Blank saempie — $2.00 pstpd. 


..- Makes Contacts When Your 
Salesman Isn't There 
... Helps Him SELL When He /s! 


“Many of the declines in business could have 
been prevented by efficient salesmanship,” re- 
ports Dun's. ONE proven way fo make selling 
more efficient — to remind both customers and 
prospects of you and your products every hour 
of the day — is through on Executive Line Adver- 
tising Specialty or Business Gift. 

Every Executive Line item STAYS 
on a desk, or in a pocket, be- 
cause its recipient is sure to find 
it extra volvabie, extra useful, 
extra long-lasting. An Executive 
Line Specicity, with your nome, 
slogan or trademork on it, serves 
as both o good will ambassador 
and a tireless ‘second sclesmon.”’ 


UNUSUAL 
BILL CLIPS © LETTER OPENERS 
TAPE MEASURES © LIGHTERS 
NOVEL PAPERWEIGHTS © CALENDARS 
PEN SETS © POCKET KNIVES 
ASH TRAYS AND MANY OTHER ITEMS 


The EXECUTIVE LINE products are 
available from most good Advertis- 
ing Specicity firms or mail coupon 
TODAY atteched to your letterhead. 


Triple Threat 

Letter Opener 
No. 1102 

< Stainless Stee! 


Handle — folding \ 
&” ruler, oc mm. 


measure ond oa 
protractor. Bock, 
c decima! equivcient 
table ond recuction 
scole. Somple — 
$2.50 postpaid 


Pocket Slide 
Coliper No. 1045 P 
Multiple use tecl. 
18-8 Stoiniess Steel. 
Etched colibretions in 
inches ond metric 
system ond cecime! 
eaquivolent tcble. 
Genuine leather case. 


Sample—$2.50 pstpd. 


The 
Executive & 
< 22 Yeor : 
Colendor Bil! Clip Ne. 510 


it's NOT just a Pocket 
Calender, but an easy- 
to-cpercte calendar 
thet is good for 22 
yeors, combined with a 
becutiful Bill Clip. 
Colender’s bleck en- 
cme! lettering deeply 
etched into the metal, 
contrasts with the 
polished stainless steel. 
Senplo~St. 50 pstpd. 




















. Ti The “EXECUTIVE LINE, 136 W. 54 $., lew York 19, N.Y. ee 
* Send free catalog and prices. | am enclosing : 
eS for following blank somples (checked). } 
' No. 300 No.1102 [1] Noe.1045[] Ne. 5100 
} . 
©. CEI Sones <ccncnstinicneiietiianeiaide ec ei . 
: ink ! 
| Firm’s Nome. ee ae : 
; Psy acasicnencencpdiiiainbindesunsemehialinkhitessih Wai eteciianaiied baie naniaal , 
’  ] 
3 City Zone EPS . 

‘ M1-9-55 
THIS COLPON MUST BE ATTACHED TO LETTERHEAD 
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INTERNATIONAL STEEL COMPANY 

2058 Edgar Street, Evansville 7, indiana 
Send me without obligation my personal copy of 
[] Steel Fabrication Services Guide 
[|] Doors for Industry and Aviation 








NAME and POSITION 




















this coupon brings FIRM 

you newest dato solhewes 

on all-inclusive 

international Service . . . CITY ZONE STATE 






expansion 
expedited for 
GENERAL ELECTRIC 


WITH AN ASSIST BY 


C INTERNATIONAL 
SERVICE 














THAT’S 1800 TONS OF STEEL 
Framework for new : ; 
factory and office buildings of you see in the structural job shown 
General Electric Company 

industrial Heating Department 


Sheibyville, indiana 


above — up on time despite a tight 
60 days schedule established for this 
newest G-E facility. That, in turn, 
B.A: Waney, tat demanded fast and dependable de- 
Cincinnati, Ohio: 


Architect — Engineer livery of all structural steel . . . all 


fabricated exactly as specified .. . all 

Huber, Hunt & Nichols, Inc. 
Indianapolis, Indiana: 
General Contractors 


on location exactly as needed. And In- 
ternational Service measured up on 


John F. Beasley Construction Co., all counts. In fact, delivery was al- 
Chicago, Illinois: 
Steel Erectors 


ways well ahead of schedule! 


That’s the complete — and com- 
international Steel Co. . ‘ ‘ 

— steel fabricatin 
All Structural Steel pletely integrated st f s 
service which has won International 
nation-wide favor. We'll consider it a 


See International's Complete favor to work with you, too, on any 
Catalogs in Sweet's Architectural! 


on > " mx f f{ { b- 
and Industrial Construction Files project involving any form o a 





' vpieated steel. 






2058 EDGAR STREET 
EVANSVILLE 7, INDIANA 
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HOW TO DIVERSIFY AND CENTRALIZE 


Continued from page 42 


issued by the corporation and ini- 
tiated a large-scale package rede- 
sign program. Letterheads, labels, 
advertising layouts, and containers, 
were redesigned, and in an effort to 
unite all of our divisions and sub- 
sidiaries under one symbol, the cor- 
porate trademark was revised. A 
new format was also established for 
the corporate annual report. With 
an advertising budget which is the 
largest in the history of the corpora- 
tion, we look ahead optimistically 
to results which are sure to prove 
profitable. 

It is practically impossible for 
one man to have the final word on 
details of all operations in the face 
of the trend toward diversification. 
With a corporation, such as ours, 
where there is much diversity, this 
is completely impossible. Utilizing 
this theory as the basis of our corpo- 
rate philosophy, we have initiated a 
management committee type of 
business administration. This is one 
phase of our corporate structure 
where a policy of decentralization is 
adhered to rather than centraliza- 
tion. It has always been my belief 
that if two executives in a com- 
pany think exactly alike, one is un- 
necessary. 

The management committee con- 
sists of fourteen members and ad- 
ministers corporate policy as well 
as providing a means for exchang- 
ing ideas. Managers like this set- 
up as it gives them a direct line 
to top management. The committee 
meets regularly; problems are 
tossed back and forth among the 
members and solutions arrived at 
in an efhcient manner. We believe 
in having younger men at the helm 
of our corporate structure. It is in- 
teresting to note that the average 
age of the members of the manage- 
ment committee is 49, the oldest 
being 60 and the youngest being 
36. These men have an average of 
sixteen years of service. The average 
age of the officers in our corpora- 
tion is 44. Our 26 managers aver- 
age 50 years of age and have an 
average length of service totaling 
eighteen years. This combination 
of youth and experience is an in- 
disputable advantage to the corpora- 
tion. 

It is our intent to encourage each 
employee to develop his resources 
to the maximum so that the ground- 
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work will be laid for promotions 
from within the ranks when cir- 
cumstances merit change. The cor- 
poration has, therefore, embarked 
upon an intensive training and de- 
velopment program to help em- 
ployees become more effective and 
prepare them for 

greater responsibility. 


positions ~ of 


Among these programs is the Ex- 
ecutive Idea Clinic which is con- 
ducted to educate our key people 
in corporate policy and the uni- 
form application of procedure. This 
is accomplished by inviting men 
from the various geographic loca- 
tions of our divisions to the corpo- 
rate home ofhice to attend a series of 
meetings with group chairmen and 
department heads. At these meet- 
ings, the men are given a thorough 
indoctrination into the operations 
of the units which comprise the 
corporate whole. The first meeting 
they attend is in my office and 
though they are surprised when | 
tell them, “Now’s your chance to 
give management hell and we'll be 
proud of you for it,” they are not 
reticent about doing so. As a result, 
we have received much construc- 
tive criticism from them which has 
brought about productive changes 
in policy and procedure. After ap- 
proximately a week’s intensive 
training, and when we are sure the 
men are completely satisfied that 
they clearly understand every phase 
of the company’s operation and are 
content with the explanations their 
complaints have received, they re- 
turn to. their better 
equipped to handle the diurnal flow 
of their activities. 

In addition to our Executive Idea 
Clinic, we are just about ready to 
introduce a Junior Executive Club 
in the corporation. Training of this 
sort is being carried on for all levels 
of employment. There is a training 
program for factory superintendents 
and a secretarial seminar which 
meets every week. We feel this 
phase of our operation reaps divi- 
dends in that our employees are 
more familiar with the operations 
of the corporation and the prod- 
ucts they help manufacture. We 
have found that the training pro- 
grams have produced a more inter- 
ested and efficient personnel and 
have increased the pride of our peo- 
ple in their work and in their asso- 


positions 
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ciation with a progressive and 
forward-looking company. 

In general, our wages, working 
conditions and employee benefits 
have always been as good or bet- 
ter than the prevailing local level, 
but since the appointment of 
director of industrial relations, our 
employee relations are better than 
ever before. All union negotiations 
are conducted by our industrial re- 
lations director and while we have 
29 different unions to deal with, we 
negotiated new contracts with 24 of 
these unions during the past year— 
a record which gives us a great deal 
ef satisfaction. 

Through the appointment of 
safety director, we have reduced 
the number of accidents during the 
past year by 21 per cent. This has 
resulted in a reduction of cost of 
claims for a little more than 24 per 
cent. Efforts such as these have 
assisted management to become bet- 
ter acquainted with personnel and 
more cognizant of employee prob- 
lems. 


The Long-Range View 


The closer co-ordination of the 
various departments and phases of 
our business has contributed greatly 
to the corporation’s long-term all- 
around growth and is viewed as a 
major step in the direction of con- 
tinued and efficient product diversi- 
fication. 

Our present program calls for an 
expected 100 per cent increase in 
sales within the next ten years. The 
expected increase in sales will re- 
sult from our obtaining a greater 
share of the markets available for 
its products. Definite efforts are be- 
ing made to increase consumer mar- 
kets by means of additional areas 
of supply for the consumer. 

However, diversification at this 
point in our program, does not 
necessarily mean extension into new 
markets. It also means the introduc- 
tion of new products within the 
markets in which we are already 
established. All the time that we 
have been centralizing, we have 
continued to follow an intensive 
new products program. 

The shift to central control by 
means of the management commit- 
tee, together with the dynamic part- 
nership of management, share 
owner and employee, should he 
given top honors for the tangible 
results which have been achieved. 
The unique arrangement of consoli- 





dation and continued diversification 
affords the corporation unlimited 
stable market potential on one 
hand, while permitting unusually 
close-knit, efficient production on 
the other. Integration of depart- 
ments and functions has brought 
about tremendous results. In 1954, 
net earnings rose to $1,801,500 as 
compared with $1,300,300 the previ- 
ous year, despite the fact that sales 
volume dipped 3 per cent during 
the same period. 1954 also saw earn- 
ings rise to $1.43 a share, 42 per cent 
more than the $1.01 in 1953. Share 
owner’s equity at the end of 1954 
totaled $15,141,300, or $11.07 per 
common share, compared with $14,- 
451,300, or $10.49 per common share 
for the prior year. This established 
a new all-time high. 

First-half figures for 1955 con- 
tinue to reflect increased earnings 
as a result of the expanded sales and 
streamlining program instituted by 
the corporation, Sales increased 3 
per cent and net profit showed an 
increase of 26.8 per cent for the first 
six months of 1955 as compared 
with the same period of 1954. Earn- 
ings during the first half of 1955 
were 61.8 cents against 48 cents for 
the first half of 1954. The continued, 
substantial gain shows the effective- 
ness of our concentrating on profita- 
ble saies while consolidating and 
realigning our corporate structure. 

All of us feel that we have taken 
the right road in pursuing a policy 
of centralization combined with 
diversification. But, to find out 
which is the best method, which 
management technique will solve 
the majority of problems, takes a 
lot of time, hard work, and thor- 
ough investigation. Only in this 
way can the best results be achieved. 

THE END 











“Just my name? No little verse or 
anything?” 
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‘Kinnear Steel. Rolling Doors 
With the coiling upward action of the interlock- 
ing steel-slat curtain, originated by Kinnear 
Kinnear Rolling Fire Doors 
All-steel ‘‘Akbar’’ Doors, famous for safety features , 
and labeled by Underwriters Laboratories, Inc. 


Kinnear Steel Rolling Grilles 
, attractive openwork of steel 
rts and links—admits light, air and vision 


Kinnear Motor Operators 

Special rugged motors for time- 

saving push-button door operation 
Kinnear Rol-TOP Doors 
Sectional upward-acting wood or ci-ieal 
Coradake.! viagra eimiahtc ty 2 









Write for Your 
Copies Today 





The Kinnear Manufacturing Co. 
1500-20 Fields Avenue, Columbus 16, Ohio 
Please send new Kinnear door catalogs to: 
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erving Many Different Industries 


aw many dyferent ways 


These brief reports indicate the many 


CHEMICALS 


diversified businesses and industries which 


E. basco assists with a wide range « 


AUTOMOTIVE 








¢ Studied proposed sulphuric and 
nitric-acid plants for one concern; 
including sources of raw materials, 
potential markets, capital require- 
ments, earnings, etc. 

e Made detailed study of potential 
market for a new product of a 
manuiacturer. 

e Made appraisal of equipment 
and plant for a Southwestern firm. 
e Developed a comprehensive 
group insurance program for a dye 
works. 


e Assumed responsibility for com- 
plete organization survey for lead- 
ing manufacturer—from purchas- 
ing through design, production, 
assembly, sales and management. 
e Recommended ways to reduce 
costs, increase efficiency, boost pro- 
duction and sales. 


7 ’ 
eee ee em i ait oe a ¢ 
_ois | ‘ 
—= = 
a 
ani: ea) : % 


ima (RO SBE ETRY 


PIPELINES 


FOOD 


\f services. 


BANKING 











e Conducted economic study and 
assisted in the financing of a pro- 
posed crude oil pipe line and a re- 
fined petroleum products pipe line. 
e Made an economic study of the 
operations of a Midwestern com- 
pany. 

e Performed generai consulting, 
engineering, insurance and space 
planning services for a large South- 
western company. 


e Studied production planning and 
scheduling to achieve more effect- 
ive utilization of production facili- 
ties, workhouses and inventory 
control for a major company. 

e Developed a comprehensive 
insurance program for a Florida 
orange juice processor. 

e Made a job evaluation study for 
a quality baking company. 

e Prepared a detailed space plan- 
ning study for a large syrup pro- 
ducer. 


e Conducted study of a business 
which was vital in assisting a New 
York bank to make an important 
decision. 

e Planned expansion of facilities 
for Southern bank. 

e Made an organization and man- 
agement study for a major urban 
bank. 

e Surveyed operations and per- 
formed a space planning study for 
one of the country’s largest 
banking concerns. 


RAILROADS 





e Prepared management develop- 
ment program for a large Eastern 
road 

e Appraised properties of a street 
railway company. 

e Made economic and financial 
study of a Midwestern road’s 
properties. 

e Analyzed and made recom- 
mendations for revamping of a 
company’s accounting systems and 





methods. 


“The Inside Story of Outside Due Sim, sD 
Help”’ describes Ebasco services “a | | 905 ( S fie the 1955 


and how they may be of use to yf VA VEAAA ou 


FROM A TO Z 





Newspaper : 
Oil 


Pulp and Peper” 
which have made use of Ebasco’s 2 _ Je Railroads 2 a i eee ; CONSr, 


you. For a copy, write Ebasco 
Services foi gag d, Dept. N 


Here is a partial list of the large Se 
Two Rector St., New York 6. 


and small businesses and industries 


Steamship Lines | 
Textile Mfg. PORTLAND, ORE. * WASHINGTON, D. C. 


o* 

Utilities 3 ~ 
Valve and Pipe Mfo. Some of Ebasco’s Services Are Listed Below: Ay 
Wire and Cable Mfg. Appraisal * Consulting Engineering * Design & Pe om 
X-Ray Equipment Mfg. Construction »* Financial & Business Studies %,. 
7 nd Fiber Mf industrial Relations « Insurance, Pensions & 

orn G ider 9. Safety « Purchasing, Inspection & Expediting 
Zinc and Mining Rates & Pricing * Research « Sales & 


Public Relations « Space Planning * Systems, 
Methods & Budgets .* Tax * Washington Office 


wide range of services. NEW YORK + CHICAGO * DALLAS ote 
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EMPLOYER 
RELATIONS 





P & Q PLAN FIGHTS COMPETITION 
How Weyerhaeuser Timber Company Inspires Employees to Do Better Job 


Alfred G. Larke 


PERSONNEL policy 
may remain unchanged for long 
periods, but there is common agree- 
ment that particular programs must 
pe changed, rejuvenated, pepped 
up, remerchandised periodically if 
they are to get good results. 

Just putting a new wrapper on 
the old product is not enough, how- 
ever, if it is simply an effort to 
move out last season’s merchandise 
with a lot of hoopla. Most effective 
is a program obviously backed by 
the line organization and based on 
a logical need of both company and 
employees. 

An excellent current example of 
such a campaign is the “P and Q” 
program of the Weyerhaeuser Tim- 
ber Company, Tacoma, Wash., in 
its operating locations in the Pacific 
Northwest. 

The “P” stands for Production 
and the “Q” for Quality. The P and 
Q program appeals to both reason 
and emotion. The emotional appeal 
is to employees’ desire for job secur- 
ity, bluntly, and for the continued 
prosperity of their communities, 
more subtly. In the employee maga- 


zine, through supervisors, and 





Hard-hitting visual displays tell employees about competition in their own 
industry and from other materials. They stand in lunchrooms and corridors, 
emphasize twin needs of quality, economy. Employee magazine aids, too. 


otherwise, the company shows what 
has happened to coal-mining com- 
munities, whose source of income 
has been undercut by the popular- 
ity of other fuels. 

Its appeal to reason is based on 
the tact that lumber is no longer 
in short supply, that the govern- 
ment is no longer the industry’s 
chief customer, that other units of 
the industry have cheaper access to 
the retail markets, and that other 
materials are tending to replace 
wood, especially in construction. 

Basic to the Weyerhaeuser pro- 
gram is the fact that it was started 
at the top and filtered down to the 
operator level, not as a series of 
orders, but as a handfu! of prob- 
lems which employees at varying 
levels—administrative to operating 
—have been asked to supply an- 
swers to. Thus, whatever each 
group does is a result of its own 
decisions as how best to meet the 
needs of the company, not only as 
a profit-making organization but 
also as a financial support to the 
communities in which it operates 
and as a source of jobs to its em- 
ployees. 

Weyerhaeuser’s 1955 program 
started better than a year ago, when 





branch managers reviewed the 
company’s development program 
for this year and approved a cam- 
paign with the objective of helping 


to improve Weyerhaeuser’s com- 


petitive position by: 

1. A local advertising campaign 
for telling the comnvetitive story. 

2. Company magazine and man- 
agement bulletin articles designed 
to encourage employees’ interest in 
better performance. 

3. Development of visual displays 
directed at the nature of the com 
petition, both within the industry 
and from other materials, and at 
the differences between superior 
and inferior products. 

4. Posters to tell the competitive 
story and to describe in detaii how 
each employee could play a part in 
meeting the problem. 

5. Sending of “conversation 
pieces” or explanatory materia: to 
each supervisor at home, to equip 
him to answer questions raised by 
the posters, and so on. 

6. Dressing up the suggestion 
system with a new “Ideas For Im- 
provement’ program. 

7. Arranging supervisory meet- 
ings to identify specific problems, 
and to assign specific supervisors to 


“are safety measures for the birds?” 
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ACCIDENTS CUT OUR PAYCHECKS, 

OF THAT THERE'S NO DENYING 

GUS USED TO SAY, “IT’S FOR THE BIRDS,” 
BUT FROM NOW OWN HE'LL BE TRYING. 


Ideas For Improvement program is a 
stepped-up suggestion system, pro- 


moting safety and P&Q in posters. 












How to 
Keep Your 


Firm Name 
OUT 





Good Will 


Porcelain 


Ash Tray 


It stays on the desk all year! 


for Christmas * trade shows 
conventions ® salesmen’s calls 


An inexpensive way to keep your name 
out in front at the right time and place 
—on your customer's desk every day in 
the year. Handsome glazed porcelain ash 
trays picture your firm, product, trade- 
mark or special holiday message. Beauti- 
ful ceramic color is queranteed perma- 
nent, non-fading. At small additional 
cost, ash trays can be imprinted with 
names of individual representatives. For 
free samples at no obligation ‘to you, 
plus quantity price information, write or 
send coupon today. 


SEND FOR 
FREE SAMPLES 








WORLD WIDE ART STUDIOS 
P. O. Box 829, Covington, Tennessee 


Please send me sample Good Wii!! Ash 
Trays absolutely free. 
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paws the ground 
forgings must bear the brunt of modern power? 


300+ horsepower 





© Modern cars, powerful, responsive, stress metal parts as never 
before. 


| For safety, for economy, critical parts should be forgings, 
fully trustworthy as to soundness and fatigue properties. 
Engines, transmissions, running gear serve more dependently 
when forged components are used. 


Throughout industry manufacturers are learning that nothing 
is so indispensable as a forging — because a forging is trust- 
worthy in service — because it has soundness that reduces costs 
for inspection, machining, rejections, and replacements. Send 
for the booklets, explaining these advantages and telling how 
you can have a Forging Engineer help you make economy 
studies revealing ways to improve your product or your, 
process with forgings. 


for metal 
you can trust 
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DROP FORGING ASSOCIATION 
605 Hanna Building « Cleveland 15 


Attach this advertisement signature to your letterhead 
and mail to Drop Forging Association to receive book 
let “What is a Forging?” O or “Management Guide 


Symbolic emblem of the 
to Use of Forgings”. iJ Check title or titles desired. 


Drop Forging Association 
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Salesmanship—Nice to Visit, No Place to Live 


Employees of Monroe Calculating Ma- 
chine Company who knew little about 
salesmen except what they’d heard in 
funny stories or depressing plays, got a 
real look at the job when three factory 
workers recently became salesmen for 
a day, reporting back in the em- 
ployee magazine, Keynote. Among them 
was John Hannan, left, of Morris 
Plains, N.J., plant, who spent day 
with salesman H. L. Staubach. Ver- 
dict: Fun, but not for regular. 








studying how to meet these prob- 
lems in cost reduction and quality 
improvement, without detracting 
from performance of their regular 
tasks. 

8. Review by the branch manage- 
ment committee to co-ordinate ac- 
tivities, evaluate program success, 
offer suggestions or help to super- 
visors in their projects, 

Supervisors, when they met, were 
not given simply an inspirational 
talk. Trained conference leaders 
told them the purpose of the pro- 
gram, how it was proposed to carry 
it out, and how they might engage 
the men under them in it. Then 
they were encouraged to conduct 
conferences, by department or “job 
family” in (a) controllable cost fac- 
tors, and (b) what could be done 
to improve quality of workman- 
ship, product, or service, plus how 
it could be done, who would be 
assigned to look into the problem, 


what action recommended, 
what taken, what the results were. 


Was 


Conference leaders were trained 
in each branch location—one to 
three each. The “Ideas For Im- 
provement” program laid down 
new regulations for the suggestion 
and arrangements 
made a) to give additional awards 


system, were 
to suggesters already paid for ideas 
for their own plants when the sug- 
gestions were applied to other 
branches, and (b) for the central 
personnel department to see that 
ideas that were applicable company- 
wide were passed on promptly to 
other locations. 

Total results will be summed up 
this month. Meanwhile, commu- 
nity leaders have obviously been 
enlisted in the program—continu 
ing payrolls mean much to them— 
and ideas saving the company tens 
of thousands of dollars have been 
generated. 





Cold Camera Eye Checks Jay Walking 


Royal Typewriter Company, Hartford, 
Conn., was concerned about accidents 
to employees leaving work, and saw 
that proper traffic lights were installed, 
pedestrian traffic lanes painted on 
street and sidewalk. But safe practises 
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of employees lagged until the company 
took pictures like this from factory 
roof to show what fools these mortals 
be. Printed in the employee magazine, 
Royal News, they helped to bring 
about fast improvement. 
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GOING PLACES own on the farm 


with Crtres Service... 
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The mechanized farm equipment, vehicles, and heating units 
that make life easier for America’s farm families... all depend 
heavily on Cities Service quality petroleum products. 


CITIES ® SERVICE 


A Growth Company 


Number 12 of a series 
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NEATER —-BETTER 
AT LESS COST 


wit) HANSEN °°*, TACKER 


“ASTER! Zip-zi ip Fast as you grip. 
Tacks screens on TV-radios—plastic dia] 
plates——gimp bindings on chairs, etc. etc. 


BETTER! Balanced design—positive 
action—single-leg or double-leg tack- 
points—neater, better, precision tacking 
and fastening. 


LESS COST! No waste! Tackpoints 
come in economical strips. A big saving 
in labor costs over old-fashioned tack 
hammer methods 


_ HANSEN VEST- KIT— 
AS NEAR AS 
VEST POCKET 


New convenience, port- 
ability and speed com- 
bined with economy with 
Hansen VEST KIT. Mod- 
ern way to carry handy 











Pocked 5 Vest- supply of staples, 3/16” 
Kits per Box of and 1/4” lengths. 
5,000 staples. 
36 Models REQUEST 
80 Staple Sizes BOOKLET 





A.L.HANSEN MFG.CO. 











in 


FLORIDA 


Z9 


to serve YOU 


Location Nome of Bank 
BARTOW FLORIDA NATIONAL BANK 
BELLE GLADE FLORIDA NATIONAL BANK 
BUSHNELL FLORIDA BANK 
CHIPLEY FLORIDA BANK 


FLORIDA NATIONAL BANK 
FLORIDA BANK & TRUST CO. 


CORAL GABLES 
DAYTONA BEACH 


DELAND FLORIDA BANK 
FERNANDINA 

BEACH FLORIDA NATIONAL BANK 
FORT PIERCE FLORIDA BANK 
GAINESVILLE FLORIDA NATIONAL BANK 
JACKSONVILLE FLORIDA NATIONAL BANK 
KEY WEST FLORIDA NATIONAL BANK 
LAKELAND FLORIDA NATIONAL BANK 
MADISON FLORIDA BANK 
MIAMI FLORIDA NATIONAL BANK 

AND TRUST COMPANY 

OCALA FLORIDA NATIONAL BANK 
ORLANDO FLORIDA NATIONAL BANK 
PENSACOLA FLORIDA NATIONAL BANK 
PERRY FLORIDA NATIONAL BANK 
PORT ST. JOE FLORIDA BANK 
ST. PETERSBURG FLORIDA NATIONAL BANK 
STARKE FLORIDA BANK 


FLORIDA NATIONAL BANK 
AND TRUST COMPANY 


WEST PALM BEACH 


Total Capital Funds ever $33,000,000.00 


He FLORID “SAN SUULIMUEE, 
“NATIONALS GY 
fonronatvon on GROUP OF 
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Another formula is: Compare, Sug- 
gest, Explain, Confirm, and Con- 
clude. A format which fits a large 
number of sales situations is: Pros- 
pecting, Pre-Approach, Opening 
Remarks, Telling the Sales Story, 
Demonstrating, Answering Objec- 
tions, Asking Questions, Quoting 
Prices, Closing, and Follow-up. 


awe KEY POINT NO. 13 oom 


Teach your salesmen 
situational selling 


Find typical situations that will 
be encountered and give him alter- 
native methods, phrases, and dis- 
courses to handle such situations. 
Examples follow: 

Dealer: “It costs too much,” or 
“The price is too high.” 

Salesman: “Of course you should 
carry the 8-dollar quality, but there 
is also a demand for 12-dollar qual- 
ity. As for the 8-dollar quality, | 
hope you have a good seller. For 
the 12-dollar quality, we believe we 
have the best and here is why.” 
Or: “Have you enough faith in 
your selling ability to believe that 
you could get your customers to 
buy the highest- priced goods in 
their class?” Or: “A higher-priced 
line will not have the turnover, but 
it will mean prestige and more im- 
portant plus profit both percentage- 
wise and dollar-wise for your store.” 
Dealer: “See me next trip.” 
Salesman: “Thank you. I'll be here 
on my way back next week, but I 
don’t want to make a nuisance of 
myself by calling too often. I can 
be of service to you now just as well 
as a week later.” Or: “Fine, but 
meanwhile you will be losing the 
resale profit on these goods, a profit 
your competitors will be earning. 
Let me show you how this profit 
is assured .. .” 

A salesman who is going to pro- 
gress must develop alternative 
methods of handling less typical, 
but yet difficult, situations. 


® “I am overloaded on an item.” 
But you have already checked 
his stock and found only a very 
small quantity on hand. 

® “lI am not buying anything this 
month or the following month 
until I take inventory.” 

@ “I won't buy anything from you 


Bor seit NOW FOR ’56 SALES 


as long as you sell to my com- 
petitors.” 

@ “I bought——from you two 
months ago and still haven't re- 
ceived shipment.” 

In summary, training should fol- 
low these steps: 





@ Find out what the salesman 
needs to do and what he must 
know. 


@ Take what the salesman has and 
do the most with it. 

@ Make him dissatisfied with what 
he lacks. 

@® Offer him a solution. 


ame KEY POINT NO. 14 oom 


Use various methods 
for training salesmen 


The methods which may be used 
each to advantage for certain train- 
ing are: Lecture, Panel, Discussion, 
Field Training, Job Rotation, Réle 
Playing. 


amu KEY POINT NO. 15 om 


Use many 
trainin g tools 


Do not feel tools can replace basic 
methods. Various useful tools are: 
Textbooks, Sales Bulletins, Sales 
Manuals, Product Manuals, Pro- 
cedural Manuals, House Organs, 
Films, and Charts. 

Also consider: Advertising Port- 
folios, Tests, Written Reports, Tape 
Recordings, Study Outlines, Model 
Presentations, Rating Scales, and 
Buyer Reports. 


ama: KEY POINT NO. 16 oom 


Evaluate training to be 
sure you get results 


Evaluations may be made formal- 
ly or informally, by such means as 
tests, performance checks, and con- 
tacts with salesmen. 


ames KEY POINT NO. 17 ome 


Don’t forget to 
cover all bases 


Be sure that other aspects of train- 
ing, such as reserve man-power 
training, dealer training, and even 
buyer training, are co-ordinated 
with salesmanship training when- 
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Continued from page § 4 


ever necessary and feasible. 


emu KEY POINT NO. 18 scum 
Check up on 


salesmen’s attitudes 


If they are non-conformists and 
fail to react to training, it may be 
because of: 

Lack of indoctrination. 

Basic resistance to authority. 
Desire to attract attention. 

Lack of energy. 

An attempt to cover up for mis- 
takes. 


ames KEY POINT NO. 19 comm 
Check up on 


your check-up 


Here, find out whether: 

@ Salesmen are being taught what 
they need to know to do their 
jobs. 

@ Content can be given in a more 
effective manner. 

@ All those responsible for some 
phase of training are aware of 
what their contribution should 
be. 

@ Literature, particularly product 
literature, given to salesmen has 
been oriented to the sales and 
industry viewpoints. 

@ The cost of training justifies the 
results. 

@ The trainees are really learning 
through such follow-ups as tests, 
comparisons, customer relations, 
and field contact. 


ams KEY POINT NO. 20 om 


Watch these “dont’s’’ 


@ Don't wait to train a man until 
he has bad habits. 

@ Don’t spend all your training 
time and money on low-poten- 
tial salesmen. 

@ When salesmen are proficient in 
a technique, don’t linger. Move 
on to new training areas. 

@ Don't assume that because a 
salesman has been taught some- 
thing, he has learned it. 

@ Don't preach, show. 

@ Don’t give veteran salesmen and 
newcomers the same training. 

@ Don’t expect immediate payoff 
from training. 


ae and 





) <r etemgeprer 





New..1956 


OFFICE 
GUIDE 


Just off the press! 292 
pages of ideas and equip- 
ment to ease and shorten 
office work. 


FREE to Purchasing and 
Office Executives. Request 
on business letterhead. 





“Built like a 

Skyscraper”’ 

Largest Exclusive 
Maker of Office Fur- 
niture and Filing 
Equipment in the 
World. 


SHAW-WALKER 


FACTORIES AND HOME OFFICE 
MUSKEGON 29, MICH. 

















Letterhead Lazy? 


On your sales jobs? Modern, well- 
styled engraved letterheads impress 
prospects, help catch customers. Does 
your letterhead help? 

Let Letterhead Logic, brochure pre- 
pared by expert letterhead designers, 
help you gauge your letterhead. Bro- 
chure free to users of 5,000 letterheads 
a year. Write, on letterhead. State 
annual usage. 


If it’s worth seeing, put it on a Hill 


R.o.H. HILL, inc. 


Fine Business Cards and Letterheads 


270D-3 Lafayette St., N. Y. 12, N. Y. 


CANADA 


Continued from page 47 


Canada will of course require 
some of this new production for 
her own rearmament program, now 
in its fifth year, and probably to 
continue for several years ahead, 
and for her expanding civilian in- 
dustrial system. But she will have 
large exportable surpluses of the 
materials shown in the table on 
page 47—about 90 per cent of her 
newsprint and nickel; at least three- 
quarters of her iron ore, zinc, and 
lead; approximately two-thirds of 
her copper; 95 per cent of her asbes- 
tos; half of her lumber and petro- 
leum; and probably one-quarter of 
her woodpulp. This country will 
therefore be able not only to 
strengthen her own economy but, 
also, that of the other nations in 
the Free World, particularly the 
United States. 

THE END 


SOME 
STATISTICS ON CANADA 
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Send for free interesting booklet—— 
“Famous Financial Transactions" 
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are perfect for 
as for churches, schools, 


Monroe Folding Banquet Tables 
ell 


lant cafeterias as w 
odges, etc. Rigid pn ee - construction yet 
light enough to be easily portable. Write for 
Catalog and special discounts to institutions and 
organizations 


Yel.) 1e) maem 40 CHURCH ST. Kees} ales. 7 
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Area: 3,845,774 square miles 
Population (1954): 15,236,000 
Imported from U.S. (1953): 
$3,221,214,416 
Exported to U.S. (1953): 
$2,463,051,470 
Five major manufactures as of 1952: 
Food and Beverages 
Iron and Steel products 
Transportation equipment 
Wood products 
Paper products 
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“I am president of this company, 
Walter, and I will run the eleva- 
tor whenever I feel like it!” 
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Cut handling costs 
on records 


TOO ACTIVE 
for file drawers! ... 





by Watsou 
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«— before 
purchase order filing 
requiring |! clerks 





after— 
TRANS-DEX installation 

uses only 3 clerks 

for same operation 


A before and after illustration of a large eastern industrial firm 
showing the old costly method of filing purchase orders—and the 
modern, efficient TRANS-DEX system which reduced the number of 
personnel required for the operation from 11 to 3! 


@ Records are 100% immediately accessible to outside ref- 
erence in single deck ROL-DEX; ... 93% accessible in 
double deck units. 


@ The record clerk remains seated ... has access to every 
record without leaving her chair. 


@ Telephone, typewriter, and any machines necessary to 
specific filing or posting operations can be located with 
the record clerk so she has immediate reference to them 
at all times. 


Send coupon for more information about the above and 
other ROL-DEX and TRANS-DEX installation. 


4° 
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WATSON MANUFACTURING CO., Inc. : 

Rol-Dex Division, Dept. R-| i 

; Jamestown, New York ; 

Please send me information about ROL-DEX and TRANS-DEX record units. : 

' 
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WATSON (established in 1887) also builds a complete line of filing 
cabinets and courthouse, bank and hospital equipment. 
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How Circleville came to be the “Mylar’”* City 


“Mylar” is Du Pont’s thin, trans- 
parent polyester film—very strong 
and with high dielectric strength. 
Chemically it is related to ‘“‘Dacron”’ 
polyester fiber and in the short time 
it has been on the market has un- 
covered a wide range of industrial 
and decorative uses. 

While “Mylar” polyester film was 
being readied for full-scale produc- 
tion, Du Pont was looking around for 
the ideai place to manufacture it. 
Du Pont is an old hand at picking 
plant sites. Final decision is made by 
a team of specialists—each an expert 
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in one phase, such as living condi- 
tions, water supply, taxation, trans- 
portation costs. Over 100 possible 
sites were considered before Circle- 
ville, Ohio was chosen as the location 
that most nearly met all the speci- 
fications. 

In its search, Du Pont had the full 
cooperation of the Chesapeake and 
Ohio Industrial Development De- 


partment. If you are seeking a loca- 
tion for a plant, a C & O Pin-Point 
Survey will give you detailed infor- 
mation on all the factors that would 
influence your own choice of a site. 
Send your inquiry in complete 
confidence to Chesapeake and Ohio 
Railway, Industrial Development 
Department, Cleveland 1, Ohio. 


*** Mylar’’ is Du Pont’s trade mark for its polyester film. 


Chesapeake and Ohio Railway 


SERVING: VIRGINIA 
OHIO 


: 
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WEST VIRGINIA ¢ KENTUCKY 


e INDIANA « MICHIGAN ¢ SOUTHERN ONTARIO 
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WHERE IS’ 
THAT DARN 
PHOTO PAPER ? 


VISIT 
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SHAPING pSA 
Seon nn HE Don’t say it! Rid your office of 


“scatteration filing’ with ACCO- 


Playing key roles in the production of structural members are presses like 
this 50,000 ton Mesta machine, which extends 50 feet above floor level, 36 binding. Keep all related corre- 
feet below it—will force hot metal into shape. Accumulator tanks at left. 

, spondence, invoices, reports and 

































other papers safely, securely bound 
in Accobind Folders or Accopress 
Military applications now—civilian applications Binders. Last for years. Sizes for 


all needs. Ask your stationer. 


ACCO PRODUCTS, INC. 


OGDENSBURG, N. Y. 
In Canada: Acco Canadian Co., Ltd., Toronto 


later — as giant presses usher in a new to-morrow 


M erat-rorminc methods of the future become a 















‘ reality—for military production at least—with the opening of Alcoa’s new Heavy 
Press Plant in Cleveland, Ohio, and other Air Force-sponsored plants around ——~ 
the country. 

: Aimed at providing means for producing aircraft faster, easier, and with FW! : : 
less waste of labor, these plants and their equipment promise to open the road N ‘Sant-D 
to new design techniques for many commercial and industrial products. ELECTRIC HAND DRYER 


Two heavy forging presses of 50,000 and 35,000 tons pressure, form the nu- RNS $3]200 


cleus of the Cleveland plant. Combined with a giant-sized die-shop, large 
heating furnaces, and extensive quality testing methods, they will be able to 
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turn out larger and more complex forms than was possible before. For the 
military now and for industry in the near future, this means stronger and lighter 
components, replacing sections that used to take hundreds and even thousands 
of small parts. It’s a giant step with giant machines. —JoHN DrexLer. 


More photographs on pages 126 and 127 





End Needless Towel Expense 
—Save Washroom Maintenance 
Yes, here’s an automatic new money-mak- 
ing machine for washrooms. The Sani-Dri 
high-speec! hand dryer pays you dollars 24 
hours a day in savings on towels and 
maintenance. Ends towel cabinets 

waste containers . . . mess and litter. Only 
Sani-Dri has nine special money-making 
features . . . Guaranteed! 4 Me, | 


GET FACTS NOW! & 


Ilustrated brochure shows ~¥" 
all models. Write today. 


THE CHICAGO HARDWARE FOUNDRY £0. 


3695 Commonwealth Ave. 


NORTH CHICAGO, ILLINOIS 
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Sound waves get into the act, too. Forgings, under Heat is used before, after forging. Stock is given pre- 
water, are inspected by ultrasonic testing unit for defects. heat treatment, then moved to press (in background). 
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SHAPING THE FUTURE 





Continued 





MUCH CAPACITY 4g 


lem DO YOU NEED IN A 
men VACUUM CLEANER? 


220 GAL. - 
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STANDARD —e | 

55 GAL. ' J Ln al ; 
oe DRUM x Auxiliary equipment of many kinds prepares dies for big presses, puts 
finishing touches on formed parts. In one of world’s largest die-shops, 
battery of seventeen die-sinking machines will cut forging impressions. 
















JUMBO CONVERSION 
GIVES YOU ALL YOU NEED 


No matter what capacity you need in an industrial 
vacuum cleaner, the Tornado Jumbo Conversion 
is your answer. It’s a powerful Tornado suction 
motor unit with a filter bag and cover plate that fits 
any standard 55 gallon drum you may have or | 
can buy locally. , 

Tornado’s powerful suction (air speeds up to 
325 M.P.H.) picks up dust, dirt, chips or liquids 
with equal ease. Available in %, 1 or 1% H.P. 
sizes at very reasonable prices. What’s more, the 
motor unit removes to become a powerful portable 
blower for cleaning motors or machinery. 









Tracer-controlled 84-inch vertical boring machine is one of the out-sized 
die-preparation units. Grinding and polishing of dies to fine tolerance is 
done in specially ventilated booths to prevent danger from dust and chips. 


eR 


No need to stop working to empty 
the tank with a Tornado Jumbo. 
Just move the unit from the full 
drum to an empty and keep right 





on cleaning. 
55 GAL. 110 GAL. 165 GAL. 220 GAL, 


WRITE FOR TORNADO BULLETIN 694 TODAY! 


OREWER WECTRIC MEG. CO. 





5106 NORTH RAVENSWOOD AVENUE - CHICAGO 40, ILLINOIS 7 : 
Excess metal is trimmed from forgings with bandsaws (above) or trimming } 
press. Here, too, safety received prime consideration. Note face masks and cf 





gloves. Part shown goes into aircraft landing gear, still needs more work. 
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SHAPING THE FUTURE 





Continued 





After forging, aircraft wing spar is straightened in this press. Testing, 
finish grinding, and, if necessary, a final etching treatment must still be 
done before the part is ready for its ultimate job on high-speed equipment. 





Constant testing, control keeps forging quality high. Brinell hardness test 
is shown above. Other testing equipment at the Alcoa Cleveland plant 
includes micrometers, sonic flaw detector, and fluorescent dye penetrants. 





Dies are transported to presses by 100-ton electrically operated transfer 
cars. Plant has three of them. Machines and processes being used here and in 
other plants give small hint of what to-morrow holds for private industry. 
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Quality Zippos 








in many 






gracious 


models! 
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10-kt. gold-filled! Engraved! 














Be eee ar ceeemene pect Sata gy 
Soon, your business will be saying where you give in quantity... new 


SILVER-FILLED and GOLD- 
FILLED for special giving... ster- 
ling silver and 14-kt. solid gold to 
honor top executives... magnificent 
desk models! Every genuine Zippo 
windproof lighter is guaranteed to 
work —always—or we fix it free! 
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Always works — er we fix it free 


Merry Christmas to its friends. Some 
will be valued customers... and 
some your employees. A _ precious 
human relationship is involved in 
each gift. Youll want something with 
warm personality ...sure to be treas- 
ured. That means Zippos! 

This year—with beautiful new 
styles not even in existence last 
Christmas—Zippo offers a true FULL 
RANGE for every remembrance. 

Handsome chrome-plated models 

ZiPPO MANUFACTURING COMPANY, BRADFORD. PA. in Canada: Zippo Manufacturing Co., Canada Ltd. Niagara Falls, Ont 
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ZIPPO MANUFACTURING CO., Dept. D-629, Bradford, Pa. 
Please furnish complete information on FULL RANGE gift Zippos. 
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Address _ 
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High-speed, simple ten-key operation News 





People in your business who’ve Call your Underwood Sundstrand 
been using adding machines for representative or write to Under- 
years tell us they’re amazed by wood Corporation, Dept. D-18, 
the Underwood Sundstrand. It’s One Park Ave., New York 16, 
the fastest, easiest machine they N. Y., for a five-day FREE trial. 
have ever used. And tests proveit’s Use it in your own office on your 
the most dependable. But you be own work with your own opera- 


the judge! tor. There’s no cost or obligation. 
A - 


UNDERWOOD @EDEEIEIN CORPORATION 


One Park Avenue, New York 16, N.Y. 
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AMERICAN BOTTLERS OF CARBONATED BEVERAGES 


128 


How to get inside 
the Billion-Dollar 
Soft Drink Market 








Are you a manufacturer who has not yet found the 
great sales opportunities to be had in the Soft Drink 
Industry? Here’s the inside story: 

1. Production and sales of the 5400 bottling plants in 
the U.S. annually total about a billion dollars with 
employment of almost 100,000 people. Those 
plants use and buy millions of dollars worth of 
everything imaginable every year. 

2. Bottlers welcome anything that will help them 
make and distribute a quality drink at lower cost. 

3. Practically every bottling plant will be represented 
in Miami, Florida, November 14 to 17, at the 
annual Exposition-Convention in the huge Dinner 
Key Auditorium. 

4. Are your products adaptable to this market of high 
potentials? If so, you will want to exhibit them at 
the 1955 industry exposition. 

For complete information on available booth space or 
complimentary tickets of admission to study the ex- 
position’s value to your business, write to the industry’s 
national association: 


1128 Sixteenth Street, N. W., Washington 6, D. C. 





PUTTING WORDS TO WORK 


Continued from page 45 


derstand what is expected of them. 
Preparing a manual helps manage- 
ment clarify its thinking and stand- 
ardize its policies. To the employee, 
a manual is an up-to-date record of 
rules, procedures, and objectives— 
a useful reference and reminder. 

Short booklets that merely reit- 
erate the need for good writing 
and the criteria of good writing 
are issued to remind employees who 
have already taken writing courses. 
Weekly or monthly bulletins are 
also used to advantage. Since they 
are issued periodically, they serve 
to remind employees of the com- 
pany’s continuing interest in good 
writing. Typically these bulletins 
are one-page mimeographed or 
printed sheets devoted to a single 
problem. 

Other devices to remind em- 
ployees of the value of good writing 
include blotters, letter-rating charts, 
films, slides, and readability guides. 

Readability formulas, which are 
both damned and praised, deserve 
a more extended comment because 
they have received so much atten- 
tion in recent years. Unquestion- 
ably they have helped to dramatize 
the need for better writing and 
have stimulated popular interest in 
“readable writing.” 

But readability formulas are pri- 
marily tests of written matter, not 
tools of writing. The tools of the 
writer are still information, ideas, 
words, an understanding of people, 
and a disciplined mind. A mathe- 
matical formula or a calculator is 
no substitute for any of these and a 
dubious supplement. 

Moreover, there is reason to chal- 
lenge the readability of a formula 
as a measure of what has been writ- 
ten. Bad scores on a readability test 
may indicate conclusively that the 








“We hired you at sixty a week to 
start. When are you going to?” 
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written passage is difficult to read, 
but good scores do not prove ex- 
cellence. A short sentence may pass 
a readability test without passing 
the subjective test of good commu- 
nication. Sentences need not only 
to be short, they need to convey the 
intended meaning, and counting 
words, prefixes, and so on does not 
vield a measurement of the more 
important qualities of content, or- 
ganization, and tone. The formulas 
have been blown up all out of pro- 
portion to their actual significance 
—not so much by those who have 
devised them and who recognize 


the limitations, as by those who 


seek to capitalize on them. They do 
not seem to be an essential part of 
a writing program. 

A company may set up a writing 
program under the direction of one 
of its employees; it may hire an out 
sider; or, like innumerable other 
firms, it may call in a consultant. 

Both company-directed and con- 
sultant-directed programs have 
proved successful. The theoretical 
advantages of one method over an- 
other seem less important than the 
selection of the right person for 
the job and the willingness of top 
management to offer continuing 
support, 

If a management wants to set up 
a company-directed program, it 
should recognize that: 

1. It must give the writing direc- 
tor or counselor enough prestige to 
work easily and effectively with em- 
ployees, and, if possible, with man- 
agement. The counselor’s job should 
at least be above the level of first 
line supervisors. While it is truc 
that virtually all staff agencies con- 
tend that they could do a better job 
if they had more status, the argu 
ment of the writing counselor seems 
particularly compelling for two rea- 
sons. First, a writing program is an 
innovation that is not readily under- 
stood; its acceptance depends in part 
on whether the “boss” makes clear 
that he wants it. Second, writing is 
intensely personal; employees are 
apt to be as touchy about their let- 
ters and memos as about a new hat 
or mannerisms of speech; they may 
not be receptive to suggestions and 
criticisms. 

2. The counselor’s work should 
not be evaluated by measuring the 
number of manuals, bulletins or 
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slides produced. Often the most con- 
structive work is done in personal 
conferences with writers. 

3. The counselor should not only 
be professionally competent (and 
this includes the ability to speak ef- 
fectively) but also tactful and sym- 
pathetic. Indeed, the importance of 
diplomacy can hardly be exagger- 
ated. As one counselor said: “Any- 
one who has written for years feels 
that I can’t know enough about his 
work to help him. They are sus- 
picious of me until they realize that 
['m not here to take their jobs away, 
but that I’m just here to help them.” 

4. No program should be intro- 
duced until the counselor has had 
the opportunity to familiarize him- 
self first-hand with the operations 
of the divisions with which he will 
work. 


A Management J ob 


If a company cannot find a quali- 
hed person to direct its program, or 
isn’t large enough to support a full- 
time counselor or writing staff, it 
can hire a consultant. But this does 
not relieve management of the re- 
sponsibility for giving the program 
status, for selecting a consultant 
who is not only professionally qual- 
ined but who knows how to get 
along with people. 

Sometimes a compromise is ar- 
rived at. A company hires a con- 
sultant to set-up a program, analyze 
company needs, undertake initial 
training, and return periodically to 
check on progress and stimulate 
fresh interest in the program. Writ- 
ing counselors or working super- 
visors, who receive special training, 
check over the day-to-day work. 
This compromise attempts to ex- 
ploit the advantages of both con- 
sultant-directed and company-di- 
rected programs. Consultants argue 
first, that as observers rather than 
participants in the business, they 
bring additional perspective to the 
job and, second, that they are able 
to deal effectively with manage- 
ment representatives who may need 
help the most. Company counselors 
contend that they bring to the job 
a greater personal interest in the 
company and knowledge of it, and 
are around more often to help. 

The costs of the company pro- 
gram vary with the number of per- 
sons employed in the writing pro- 
gram, allowances for manuals, 
films, etc. In short, generalizations 
about costs are not very useful, 
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Any discussion of a single prob- 
lem of business management runs 
the risk of exaggeration. There is a 
temptation to exalt potential bene- 
fits and to ignore the limitations of 
any proposed reform. Certainly 
business writing programs are no 
cure-all for sagging sales and poor 
public relations. Nor are their sights 
set high enough. They are aimed 
primarily at improving work-a-day 
communications whereas business 
also needs enlightened spokesmen 
who can participate effectively in 
affairs beyond the company curtain. 


Worth the Effort 


If the company writing program 
has seemed over-emphasized here, 
it is because the value of good writ- 
ing is still so frequently overlooked 
and because measures to improve it 
are so readily available. Actually 
what impresses an observer most is 
that so much can be achieved by so 
little. Despite the progress of recent 
years, one leading consultant con- 
fided that he is constantly amazed 
to find blue chip companies so des- 
perately in need of a shake up in 
their writing policies. 

What business has learned about 
writing may be far less than it 
needs to know, but it still is worth 
summing up: 

1. Writing needs to be managed, 
just like production, marketing, in- 
dustrial relations or finance. As a 
cost, it is too sizable to be neglected; 
as a tool, it is too useful to be left 
unsharpened or to be handled care- 
lessly by unskilled workmen. 

2. Techniques to reduce costs, to 
speed up the flow of letters and re- 
ports and to improve the quality of 
written communications are within 
reach. They include modernization 
of office procedures, training ses- 
sions, company manuals, bulletins, 
and personal instruction. 

3. Both consultant-directed and 
company directed programs have 
proved successful. 

4. To succeed, a writing improve- 
ment program needs the whole- 
hearted and continuing support of 
top management—a management 
that understands the problems of 
communications, that can set rea- 
sonable goals, that is receptive to 
proposed policy changes, and that 
realizes the fundamental importance 
of changing the attitude of em- 
ployees toward language and public 
relations. 

THE END 
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For the business man who 
refuses to stagnate 
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ALF the world is half asleep! Men who could be making twice their 
present salaries are coasting along, hoping for promotions but doing 
nothing to bring themselves forcefully to the attention of management. 


They’re wasting the most fruitful years of their business lives .. . throw- 
ing away thousands of dollars they may never be able to make up. And, 
oddly enough, they don’t realize—even remotely—the tragic consequences 


of their failure to forge ahead while time is still on their side. 


These are the men who are unknowingly headed for the frustrations 
and the disappointments of mediocrity. They ll go part way up the ladder 
and down again by the time they’re fifty years old. They'll be executive 
material in their twenties and thirties—and clerks in their fifties. They'll 
have high hopes for themselves and their families while they're young; but 
only struggling, skimping and regret later on when their earning power 
should be at its height. 


Send for Your Free Copy of ‘Forging Ahead in Business’’ 





If you want to discover how to succeed while you are still young—if you 
want to avoid the heartbreak of failure in later years—send today for “Forg- 
ing Ahead in Business” ... one of the most practical and realistic booklets 


ever written on the problems of personal advancement. 


Here you will find—not a “‘pep talk,” not an academic lecture—but cold, 
hard facts on how to improve your position and increase your income. You 
will be told what the qualifications of an executive are in today’s competitive 
market ... what you must know to make $15,000, $20,000 or more a year 


. what you must do to accumulate this knowledge. 


‘Forging Ahead in Business” was written for mature, ambitious men who 
seriously want to get down to bed-rock in their thinking about their business 
future. If you feel it is meant for you, simply fill in and return the coupon 
below. Your complimentary copy will be mailed to you promptly. 


ALEXANDER HAMILTON INSTITUTE 
Dept.377 , 71 W. 23rd Street, New York 10, N. Y. 
In Canada: 57 Bloor St., W., Toronto, Ontario, Canada 


Please Mail Me, Without Cost, a Copy of Your 48-Page Book— 
“FORGING AHEAD IN BUSINESS” 
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P Ree weather-proof, rotating Farnsworth TV camera, 
mounted on the platform of the Rock Island’s busy Engle- 
wood station, scans the main-line crossing. 


2. The visual infor- 
mation is fed by cable 
to a TV monitor at the 
station. . 


Railroad’s significant test of 


a Fa 
VISUAL COMMUNICATION 
SYSTEM 


suggests many applications for closed- 
circuit TV combined with microwave relay 








F, & Simultaneously, the 
picture is transmitted 
by Federal microwave 
from an antenna on the 
station roof. 


i aon Chicago, Rock Island and Pacific Railroad has 
shown by this pioneering test how IT&T’s TV-micro- 
wave system can help solve railroad traffic problems in 


high-density _— 4. A similar antenna 
he same modern communications technique — prod- receives the picture at 


the LaSalle Street 
Union Station and feeds 
it to another monitor 
and industrial operations over almost any distance and there. 


uct of [T&T research and development-—is applicable to 
the solution of many other problems of traffic control 


under practically all conditions. 


on.8 


J). Thus, six miles away, Rock 
Island executives can see the actual 
loading and unloading of passen- 
gers, baggage, and mail, as well as 
INTERNATIONAL TELEPHONE AND TELEGRAPH CORPORATION other railroad operations. 

67 Broad Street, New York 4, N. Y. 





For further information on closed-circuit TV and microwave relay for railway use, address 
Federal Telephone and Radio Company, 100 Kingsland Road, Clifton, N. J. 
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WHAT'S NEW AS OBSERVED BY THE EDITORS 


New mobile power units, both 
Diesel and electric, can be used in 
the field to power pumps, tools, 
and machinery; or in the plant, to 
take over when other power sources 
fail. 

Among the new electric power 
units is the Mo-bil-ac, made by Star 
Kimble Division, Miehle Printing 
Press & Mfg. Co., 200 Bloomfield 
Avenue, Bloomfield , N.J. It is de- 
signed to use, as a primary energy 
source, the engine of any vehicle 
on which it is mounted. 

The Mo-bil-ac consists of two 
parts, an alternator and a regulator. 
They can be placed separately, 
though the alternator should be 
near the energy source so it can be 
connected by V-belt or power take- 
off. Three sizes are now being 
made: 3 KW, 5 KW, and 10 KW. 
Their weights are 78, 102, and 218 
pounds respectively. 

The new Diesel unit (pictured 
below) is a self-contained power 
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package that weighs just 
pounds in the 8-horsepower size. 
According to its developers, Diesel 
Power, Inc., Greenville, Pa., the 
lightweight and compact size of the 
engine stems from two key fea- 
tures: extensive use of aluminum 
and lightweight steel sections, and 
incorporation of an air cell in the 
cylinder head which feeds air into 
the cylinder on the downstroke. 
This turbulent air feed, says Fred 
Thaheld, the engine’s designer, 
makes combustion unusually com- 
plete and spreads the pressure peak 
over almost the entire stroke. It 
makes for fuel economy, too. The 
present model is 29 by 29 by 23 
inches (without clutch and power 
takeoff) and the company has a 
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new model on the drawing boards 
which, it says, will develop 50 horse- 
power, yet weigh only 122 pounds, 
measure 14 by 19'4 by 20 inches. 
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On a much larger scale, gas 
turbines are providing mobile pow- 
er for Army and Navy use, in 
“packages” that may pave the way 
for more industrial units. 

Pictured test and 
mounted in a railroad car, is Clark 
Bros. Company's Turbo-Mobile 
Power Plant, designed to deliver 
5,500 kilowatts at full load. As 
Clark (a division of Dresser Indus- 
tries) points out, the design can 
readily be adapted for driving cen- 
trifugal compressors used in oil re- 
fining, gas transmission, and many 
industrial processes. 

Westinghouse Electric Corpora- 
tion, too, has a new mobile gas tur- 
bine, this one built for Army Engi- 
neers. Similar in output to the 
Clark unit (5,000 kilowatts), it 
travels on two 54-foot railway cars; 
and could, as Westinghouse points 
out, “easily satisfy the electric power 
requirements for the average indus- 
trial plant.” 

Both units demonstrate the real 
progress that has been made in the 
past few years in improving the 
efficiency of the gas turbine and 
adapting it to specific needs. 
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Junior tool kit, designed for 
sales promotion, has real midget 
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screwdriver, plastic models of 
wrench, pliers, hammer, and saw. 
Screwdriver, which can be used on 
electric shavers, cigarette lighters, 
cameras, and the like, can be im- 
printed with sales message and 
company name. Kit is made by 
Vaco Products Company, 317 East 
Ontario Street, Chicago, IIl., sells 
for $25 a hundred, including com- 
pany name on screwdriver and 
name and address on plastic holder. 


Four-way filler, adaptable for 
paper bags or plastic bags, boxes or 
cannisters, and adjustable for 
weights from 8 ounces to 25 
pounds, is offered by Trescott Com- 
pany, Fairport, New York. Called 
the “Trescomatic,” it occupies only 
two by four feet of floor space, and 
has a 30-inch leg adjustment. Tres- 
cott says it will handle almost any 
free-flowing or semi-free flowing 
material (including small parts like 
fasteners and pipe fittings as well 


as bulk chemicals) and may be 





operated automatically, semi-auto- 
matically, or manually. Prices range 


from $750 to $1,250. 


For faster finishing, without 
costly fixtures, new Speed Surfacer 
has a magnetic platen which makes 
it possible to use a simple wooden 
or aluminum disc to hold the work. 
The surfacer itself is of the belt- 
abrasive type, and the magnetic 
platen is designed to pull the work 
against the belt with a strong, uni- 


You Get Things Done With 
Boardmaster Visual Control 
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xv Gives Graphic Picture of Your Operations — 
Spotlighted by Color 


sy Facts at 
Money, Prevents Errors 


a glance — Saves Time, Soves 


vv Simple to operate — Type or Write on 
Cards, Snap in Grooves 

sy Ideal for 
Scheduling, Sales, Etc. 

vv Made of Metal. Compact and Attractive. 
Over 50,000 in use. 


Complete pri 
ompiete price $4950 including cards 


| FREE 24-PAGE BOOKLET NO. D-100 
Without Obligation 


Write for Your Copy Today 


GRAPHIC SYSTEMS 


55 West 42nd Street ® New York 36, N. Y. 


Production, Traffic, Inventory, 




















Oxford PENDAFLE X® 
“CARRY FILE’’ 


Take your papers anywhere! 
Features new style HANGING FOLDERS 


Executives: Your stylish ‘traveling office”, 
for reports, letters, minutes. 

Salesmen: Carry price books, photos, testi-. 
monials, samples, other sales data. 

Home “‘Managers”: Perfect for household 
papers—bills, budget, taxes, insurance. 
Made of lightweight steel, tan finish. Brass 
lock, leather handle, piano-hinge. Holds 25 
Pendaflex celluloid-tab hanging folders, 
which can’t slump or sag. Size 9 x 13” x 
10%” high. 

FRR RRR RRR 








2 Clip coupon for catalog, name of dealer % 
@ Oxford Filing Supply Co., Inc. * 
@ 35 Clinton Road, Garden City, N. Y. = 
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SPIRIT 
DUPLICATORS 


CAN DO SO MUCH 
FOR YOU! 






Electric or 
Manual 
Models 
Available 
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BOOKLET TELLS 


FREE sow ann why wa, 
THE CORPORATION 


1848 S. Kostner Ave., Chicago 23, Ill. 


! Please send free booklet on the Conquerors and complete 
| details. No obligation of course. | 
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@ Coast to coast... cost for cost... you're 
always sure of a good desk buy when it 
bears the ‘ID’ trade-mark. That's because 
all indiana Desks are fashioned of extra- 
good wood. All are finished to assure last- 
ing good looks. In all ways, your wisest in- 
vestment for work-and-cost-saving values! 


Wherever you do business, what- 
ever your desk needs, a visit to 
your nearest Indiana Desk Co., Inc., 
terwore dealer will prove profitable indeed. 
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PurniiuRe Write for his name right now! 
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form pressure which can be ad- 
justed from zero to 185 pounds a 
square inch. Two knurled spindles, 
eccentrically mounted on motor- 
driven shafts, ride against the work- 
holding disc to jockey the work 


back and forth across the abrasive 





belt, as shown in the photograph. 
Fenlind Engineering Company, 
Loves Park, Ill., which makes the 
machine, says it is particularly 
adapted for producing a true start- 


ing surface on rough castings. 


Because record-breaking js a 
sign of progress as well as an en- 
joyable accomplishment, the list of 
record-breakers keeps growing. 
Two of the latest are pictured here. 
The upper photograph shows “the 
world’s largest hermetic motor,” 
on test in Trane Company’s “House 
of Weather Magic.” The motor was 
built to power Trane’s new 600- 
horsepower centrifugal refrigeration 
supply 


compressor, designed to 


chilled water for industrial process- 





ing and for air conditioning. 

In the lower photograph (column 
at left) is the “largest polyethylene 
scrubber,” built to handle hydro- 
fluoric acid gases. American Agile 
Corporation built it, using hot 
welding process to assemble formed 
plastic sections. 

For ideas on where to find and 
how to promote your record-break- 
ers, see May 1954, page 35. 


Rotary indexing table for re- 
sistance welders and machine tools 
is designed to speed production of 
can handles, motor housings, con- 
tainers, radio tubes, and other mass- 
produced items. Made by Sciaky 
Brothers, Inc., 4915 West 67th St., 
Chicago 38, Ill, the unit is here 
shown installed on a new 150 KVA 
projection welder, set up for mak- 
ing automobile bumper guards. Ac- 
cording to Sciaky, the machine can 
turn out 1,000 completed assemblies 
in a 50-minute hour. Stop and start, 





positioning, squeeze, weld, quench- 
ing, and other functions may be 
independently controlled. Dial feed 
unit itself is made in several stand- 
ard diameters, from 20 to 40 inches: 
can be supplied as a free-standing 
unit, or equipped with a lower arm 
for mounting to a machine tool. It 
has its own electric motor drive 
with speed reducer and electromag- 
netic brake. 


More punch, delivered faster 
was the aim of New Haven Clock & 
Watch Company in designing the 
actuator pictured top next column. 
An electrically-operated device that 
weighs less than two pounds, it’s 
said to deliver a 55-pound thrust in 
a stroke of one and a half inches, 
on an impulse of 80 watts. A strong 
steel spring supplies the punch, and 
small steel balls on which the arma- 
tures rest, act as a locking mecha- 
nism. Originally developed as a re- 
lease for aircraft bomb shackles, it’s 
now being suggested for use in 
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trailer brake drums (to lock the 
wheels when brake failure occurs); 
for remote closing of oil pipe line 
valves in case of leakage; and simi- 
lar industrial applications. 


Chain repatrs or special chain 
assemblies can be made in less time 
with “Hammerlok,” a 
pling link, says manufacturer Co- 
lumbus McKinnon Chain Corp., 
Tonawanda, N. Y. The link con- 


sists of two body halves, a steel 


new cou- 


pin, and a tubular stud. 


For tube bending, without slip- 
page, Parker Appliance Co., 17325 
Euclid Avenue, Cleveland 12, Ohio, 
is offering a new hand tool, the 
“Tork-grip.”” Whether held in a vise 
or mounted on a workbench, it can, 
says Parker, 
aluminum, and low carbon or stain- 


bend copper, brass, 





less steel tubing “of normal wall 
thicknesses.” In the photograph, 
it is being used for a 90° bend 


Portable glue dispenser for 
package sealing is claimed to be 
faster, more economical, and more 
flexible in use than tape or staples. 
According to the manufacturer, 
Everseal Industrial Giues, Inc., 520 
Fifth Ave., New York 36, N.Y., 
this Lezam sealer will seal as many 
as 200 twenty-inch cartons with one 
filling of glue—at an adhesive cost 
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of about 15 cents. Weight of the 


sealer, filled, is less than five 


pounds. It is priced at $39.50. 


Automatic screw-feeder, that 


delivers screws from a hopper to a 


specially-designed head that fits 
over almost any standard power 
screwdriver, is being made _ by 


Pneuma-Serve, Inc., 19950 Detroit 
Road, Rocky River, Cleveland, 
Ohio. According to George A. Tin- 
nerman, president of the company, 
the new unit makes it possible to 





increase the speed of screw fasten- 


ing operations 50 to 400 per cent. 
The photograph shows the plastic 
hose through which the screws 
travel, and the adapter head. 


Dictation machines with new 
development have been hitting the 
market recently. Among them: 

The “President,” a remote con- 
trol unit offered by Dictaphone 
Corporation, New York, N. Y. It 
promises to relieve desk congestion 
by having microphone and rest only 
on executive’s desk, while main part 
of machine is located at an outside 
desk. Full controls (start, 
playback, and the like) are oper- 
ated from microphone end. 

The “Stenorette,” a combined dic- 
machine (for 
personal dictating and small confer- 


stop, 


tation-transcription 
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ence transcribing) introduced by 
DeJur-Amsco 45-01 
Northern Blvd., Long Island City, 
N. Y. Unit utilizes magnetic tape, 


Corporation, 


has push-button controls for re- 
wind, fast-forward, record, listen, 
and stop (a start-stop switch is also 
placed on microphone). Priced at 
$159.50. 

The “Audograph V,” a light- 
weight, high fidelity unit from The 
Gray Manufacturing Co., Hartford, 
Conn. Fully controlled from micro- 
phone, the unit records on thin 
features, “Automatic Voice 
“Constant 


discs, 
Leveler” 
Control.” 
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with holder 


Drill sharpener 
fixed at 59 degrees (for right point 


angle), is made by the Popular 
Manufacturing Co., 4115 Glencrest 
Road, Minneapolis 5, Minn. The 
accessory, which can be attached to 
a standard electric drill, can take 
one-sixteenth to inch 
bits, is priced at $2.95 complete. 
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Machinability computor is de- 
signed to help machinists achieve 
the best combination of speed, feed, 
depth of cut, and other factors to 
secure longest tool life and lowest 
production cost. An analog unit, it 
will handle fourteen variables, can 
also be set up to consider factors 
which affect motor horsepower. It 
is to be made by General Electric’s 
Instrument Department; sold by 
Carboloy Department, Detroit 32, 
Mich. Price is about $500. 











PINES ENGINEERING CO., INC. 
AURORA, ILL. 


PHOTO-MURALS 


Decorate office walls in a practical way 
that helps promote your products or services 






We have the specialized equipment 
to make custom photo-murals of any 
subject, to fit any shape or space... 
in black and white, sepia or full color. 
Many leading industries have found 
this unique method a profitable way 
to put office walls to work. 


WEST-DEMPSTER COMPANY 


110 W. Lyon Grand Rapids, Michigan 


Write for information 


on how we produce 


Custom Photo-Murals 











On company time 


Joe’s the boy with the thick beard and 
tender skin... gets a barber shave every 
morning in the idle interval while everybody 
else in the office sits around waiting for the 
morning mail to be opened! .. . It would be a 
good break for the firm, though a bad one 
for Joe, if the office had a MailOpener.. . 
Because everybody could start working on 
time instead of waiting for the mail! And no 
office martyr would have to come in early to 
open it! 

There are hand and electric models for every 
office, large or small. The models, shown 
below, safely, easily trim a hairline edge off 
any kind or size or thickness of envelope... 
open a whole morning’s mail in a jiffy. 

Ask any PB office for a demonstration... 
or write for free illustrated booklet. 

FREE: Handy desk or wall chart of postal 

rates with parcel post map and zone finder. 

oe 


PB PITNEY-BOWES 
= MAILOPENER 


PITNEY-BoweEs, INC., 

1555 Walnut St., Stamford, Conn, 

.. - Originators of the postage meter 

... Offices in 94 cities in U. S. and Canada 
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Puts your business 
on a cash basis 


If you are a manufacturer or a 
wholesaler with annual or potential 
sales of $1,000,000 or more you can 
profitably use our kind of banking 
service to provide increased working 
capital without increased indebtedness 
or dilution of profits. 

Why not investigate this modern | 
approach to your money problems and 
learn how you can put your business 
on an allcash basis, with wider 
opportunities for sales and profits. 

More than four hundred companies 
in various industries are now profitably 


using our banking services. 














Textile Banking Co., Ine. 


Providing operational financing for manufacturers and distributors 


of furniture, apparel, electronics, plastics and textiles. 


95 Madison Avenue, New York 10, N. Y. 
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Register it Emblematically ! 


You're proud of your trade mark 
. why not merchandise it to its 

greatest advantage .-onlé&R 
jewelry awards. 

Attractive and practical, our jew- 
elry with your trade mark or prod- 
uct reproduction makes the ideal 
gift for anniversaries, sales achieve- 
ments and service awards and it 
registers your trade mark every 
time it’s worn! 

We would welcome the opportu- 
nity to put yours in front of people's 
eyes. Write for further information. 


IRONS & RUSSELL COMPANY 
Eabhn Manufacturers a {86/1 


95 Chestnut Street Providence, R. 
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Because It Qutlasts 
Ordinary Brushes 
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27 Speed Sweep styles and sizes to 
meet every sweeping need. Write 

for prices today. 
@ MILWAUKEE DUSTLESS BRUSH CO. 
530 N. 22nd St., Milwaukee 3, Wis. 
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In credit information the only constant element is change. And espe- ? ' 


cially does this apply to marginal accounts, the smaller, in-between businesses 





whom every seller needs to expand sales volume, to help replace lost business, 
to plan and build for the future. : 

Marginal accounts have a good chance of becoming sound accounts. a 
It’s this promise that makes marginals so attractive a source of new busi- 
ness. But the factors which put them in the border-line category —inexperi- 
ence, inadequate funds, limited sales or high expenses—can lead to an early 
business casualty. 

Just how will marginal accounts fare over a period of time? 

To get the answer, Dun & Bradstreet recently took a pilot survey’, 
tracing the course of 100 concerns assigned marginal ratings in 1945. Today, 
after ten years, only one of the concerns has the same rating it had then. The 
one thing shown above all by the survey was the proneness to change among ¢ 


marginal accounts. 


Which way did they change? The answer was either way. No less than 4 
25 of the 100 concerns had, a decade later, improved substantially both their | : 
capital strength and credit position, while 22 others improved in one of these | 
respects. On the other hand, 35 are no longer in business. It’s clear that both ; a 
a sizable reward and a sizable risk are involved in selling marginal customers, ” i | fc - a | 





and that each case must be reviewed individually —and frequently. 

It’s the credit man’s job to watch the trend and pick out the forward- 
movers. Dun & Bradstreet can help the credit man by supplying him with paged scree aera ati sash ff 
detailed, up-to-date information for profitable choices. The credit report on 





a business gives the history of the concern, the past record of its owners, 


facts about its operations, the current financial state, the financial trend, and 





the record of payments to trade suppliers. Reports are regularly revised and ee j 
sent automatically to subscribers interested in a case, along with special 





. 


notices of lawsuits, chattel mortgages, fires, new statements received, etc. In 
the Dun & Bradstreet Reference Book, revised and published every sixty 
days, the credit man obtains a constantly shifting picture of American busi- 
ness, whose changes alert him to the meaningful credit developments. Each 
new edition contains over 100,000 changes in rating, every one quickly flashed 
to the user through the left-margin “C” symbol. 

The top-grade accounts are easy enough to spot, but wise judgments on 
marginals reveal the truly skilled credit man. There’s no profit in declining 
orders for want of facts. Be sure your files are prepared for wise judgments 
by keeping them current with Dun & Bradstreet information. 

*If you would like a copy of the complete survey, just write to us. Names of companies 


will not appear, of course. 


Dum @& Bradstreet, Imc. 


Offices in principal cities of the United States 
Headquarters: 99 Church Street, New York 8, New York 
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QUIZ ANSWERS 


Ouiz starts on page 115 


1. $13 billion, some $10 billion of it 
for military purposes. 

2. 25 per cent 

3. 1 per cent. Exports from the ster- 
ling area were 24 per cent of total 
trade; Western Europe, 31 per cent; 
the rest of the world, 14 per cent. 
4. One-third. 

5. Britain, where there is one retail 
outlet for every 6Y persons, com- 
pared with 100 
United States. Napoleon’s famous 
remark that the British are a nation 
of shopkeepers may be, perhaps, 


persons in the 


correct. 

6. More. Our exports to Europe in 
the first half of 1955 were’ nearly 
twice as large as our imports. 

7. Sweden, which escaped both 
world wars and has a broad distri- 
bution of its national income. 

8. European Coal and Steel Com- 
munity, established in August 1952. 
There are some exceptions to its 
regulations: Italian steel and Bel- 
gian coal are kept out of the com- 
mon market. France still subsidizes 
the Ruhr coal industry to keep the 
price of coke down for French iron 
makers. 


9. United Kingdom, whose gold re- 
serves earlier this year were $3.1 bil- 
lion, compared to Switzerland’s $2.1 
billion. 

10. Germany, with 69 million, has 
some 18 million more people than 
the United Kingdom. Per square 
mile, there were 2,075 in Germany, 
1,849 in the United Kingdom; this 
compares with about 51 persons for 
each square mile in the United 
States. 

ll. Yugoslavia. The thirteen mem- 
bers are the United States, Canada, 
Great Britain, Belgium, Nether- 
lands, France, Luxembourg, Portu 
gal, Italy, West Germany, Norway, 
Denmark, and Iceland. 

12. Ireland, where agriculture, for- 
estry, and fishing account for 
the larger share of the national 
product. 

13. European Payments Union. 

14. Germany had 3.5 million mill- 
tary losses; Italy, 330,000; United 
Kingdom, 326,000; Yugoslavia, 
300,000. 

15. Poland \ost 4.2 million civilians; 
Yugoslavia, 1.4 million; Germany, 
700,000; France, 350,000. 
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To the 46,000 PRESIDENTS 
DUNS REVIEW 





who 
read 


You know that to endure, every business needs a second line 
of management men. 


wd Modern Industry 





One way of developing managers is to expose promising 
young men to Dun’s Review and Modern Industry. 


That helps them gain an understanding of production, market- 
ing, employer relations, product development, finance, business 
legislation, and the use of general business condition indicators. All 
of these areas demand the attention of every successful manager. 


And no “educational course” ever presented the subject mat- 
ter more palatably than Dun’s Review and Modern Industry. 


In their executive training programs scores of firms now sub- 
scribe to Dun’s Review and Modern Industry. Many ask us to 
address the magazine to their employees’ homes where reading 
time does not come out of the busy day. 


lf you want to encourage, in this way, the development of 
managers of tomorrow in your company, there is no more eco- 
nomical time to do it than now—at this new special rate for 
group subscriptions: 


3 or more subscriptions for only 


$3.39 each 


(Regularly $5 each) 





To qualify for this low rate subscriptions must be ordered at 
the same time and the firm name plus the title of the subscriber 


must be stated. Order now—before the rate is increased! 





DUN’S REVIEW and MODERN INDUSTRY 
99 Church Street, New York 8, New York 


Enter one year subscriptions for the following at the rate of 
three or more for $3.35 each. 


bill— 


firm name 





address 





attention of 





Send magazine to the following at the above firm address: 


name and title 














If home addresses are preferrea, piease attach a list, 955 
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Get IDEAS—ACTION—AGREEMENT 


with a Conference by Long Distance 


When time is short and distance long, 
today’s executives meet by telephone. 

On a single Long Distance Conference 
call you can talk things over with people in 
a number of different cities any distance 
apart. 

You can exchange ideas. Clear up ques- 
tions. Reach decisions. Get quick action. 
All in a short time, from your own desk. 


Rates are low. A daytime Conference call 


BELL TELEPHONE SYSTEM 


connecting Washington, D. C., New Orleans 
and San Francisco, for example, costs only 
$6.00 for the first three minutes and only 
$1.25 for each additional minute, both plus 
10% federal excise tax. 

Try this modern service the next time you 
want to talk with several business associates. 
It’s fast. Convenient. Personal. 

Just tell the Long Distance Operator you 
want to make a Conference call. 
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HOW TO PICK PLASTICS 





=—— LOOK WHAT GIVES 





...and that’s only the half of it! 


it’s polyethylene, of course .. . [ts unbreakability and resili- 
ency makes molded chemical carboys like this safer to ship and 
use. In fact, inertness to almost all substances makes BAKELITE 
Brand Polyethylene superior not only for carboys but for pipe and 
tubing, spillproof and leakproof bottles, drum liners, and many 
other uses. 


More than this, Polyethylene is the lightest in weight of all 
plastics. Easier handling and shipping economy result. It’s natu- 
rally flexible, even at below zero. Add high impact strength, wide 
selection of colors and finishes, and ease of fabrication and you 
have in BAKELITE Polyethylene a very versatile material for an 
amazing variety of products. 


At Bakelite Company you will find many versatile materials to 
work with. Besides polyethylene there are vinyls, fluorothenes, 
styrenes, phenolics, epoxies, and others 
keyed to your needs. Our booklet, 
“Condensed Reference File of 
BAKELITE Plastics and Resins,” 
will give you a look at the whole 
family. For a free copy write 
Dept. GU- 42. 
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BRAND 


MOLDING MATERIALS 





BAKELITE COMPANY 
A Division of Union Carbide and Carbon Corporation [fg 30 East 42nd Street, New York 17, N. Y. 


The term BAKELITE and the Trefoil Symbol are registered trade-marks of UCC 





1948-1955 


Sikorsky’s 


/-year 


experience 





THIS 5000-100 Bliss press at 


Sikorsky Aircraft, Bridgeport, Con- 
necticut, went into service seven years 
ago with an initial fill of Texaco 
Regal Oil RGO as hydraulic fluid. 
Some four years later — for reasons 
unconnected with the oil—the system 
had to be drained. Engineers found 
the original Texaco Regal Oil RGO 
still in perfect condition and the sys- 
tem completely free from sludge and 
rust. : 

It was decided, however, when the 


press was put back into operation to 
put in a new fill of Texaco Regal Oil 
RGO. Recent inspection after three 
more years of service, shows the oil 
still in “like new” condition today — 
the system perfectly clean. 

Sikorsky is just one of a host of 
leaders in all branches of industry 
who énjoy the benefits of Texaco lu- 
brication. This wide acceptance 
springs from: (1) outstanding on- 
the-job performance of Texaco Lubri- 
cants developed with the aid of the 





finest research facilities; and (2) 
capable on-the-job recommendations 
by experienced Texaco Lubrication 
Engineers. 

For effective lubrication that in- 
creases production and reduces costs, 
just call the nearest of the more than 
2,000 Texaco Distributing Plants in 
the 48 States, or write: 


Ww Ww Ww 


The Texas Company, 135 East 42nd 
Street, New York 17, N.Y. 


TE. XACO Lubricants, Fuels and 


Lubrication Engineering Service 


TUNE IN... TEXACO STAR THEATER starring JIMMY DURANTE on television . 


. . Saturday nights, NBC. 





